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CHAPTER I 
THE PROBLEM AND ITS BACKGROUND 
Statement of the problem.--This study attempts, (l) to de-
termine the composition and viewing habits of a random sample 
of the television audience in Pullman, Washington, a toVvn of 
generally higher than average cultural and intellectua~ levels, 
and, (2) to determine and examine some of the effects of tele-
vision on these viewers and their families. 
The problem is a challenging one both economically and 
sociologically. Television, like many scientific accomplish-
ments which have affected established institutions, has given 
rise to new industries,. increased small business opportunities 
and enlarged areas of employment. Thus it has made and will 
continue to exert a distinct influence on our economic life. 
For example, the number of television sets manufactured 
has increased from 210,000 in 1947 at a retail value of 90,000, -
000 to 7,000,000 sets manufactured in 1953 at a retail value of 
$1,600,000,000. As of November 1, 1953, there were 186 very 
high frequency stations and 82 ultra high frequency stations in 
the active broadcasting business. Two hundred and seventy one 
more were under construction. Four hundred and seventy five 
had applications pending. There was a total of 27,600,000 
television receivers in the United States.1 
other examples of technical progress related to television 
and developed during 1953 include experimental third-dimen-
sional television, a light-weight television transi.tor, home 
closed-circuit television, pay-as-you-see subscription service 
-
and magnetic tape recording which would do away with film pro-
cessing. P~l these advances imply further modifications with-
in our economic setup. 
Television's rapid growth has not been entire!~ due to in-
dustrial and viewer interest. The lusty infant jumped into 
prominence· with the aid at its birth of several experienced 
midwives: 
l) Television did not have to start humbly as did radio 
and grow painfully though tenaciously. It could grow a-
long the existing framework of radio network management, 
personnel, comn1ercial and technical operation. 
2) Television profited from existing allied media. The 
film and phonograph companies, booking agencies and pub-
licity firms were ready to do business. To a certain ex-
tent television did not have to develop its own talent. 
All these services were readily ad,aptable to TV. 
3) Television was able to draw on three entertainment 
sources--radio, films and the theater--in forming its own 
art form. Thus, as a means of communication, television 
1. Harry Hansen, The World Almanac and ~ of Facts for 
1954, (New York:New Yo~World Telegram and Sun,l954}, 78~ 
2 
• 
was in the beginning almost as mature as any other form and 
naturally had a more immediate and stronger impact than a more 
experimental form of communication. 
Everyone was agreed in these early days that television 
was bound to affect the American scene, though just what the 
results would be was anybodyts guess. Jack Gould, Radio and 
Television Editor of The NewYork . Times~ in 1946 described 
the attitude of the industry: 
••• the promotional gen:ii of Radio Row have pulled out 
all stops and modestly predicted that our way of enter-
tainment, our way of informatio~, and our way of educa-
tion are to be revolutioned by the elustve electron.2 
.. , .. . I ·• 
Time Magazine in 1948 observed that television "may 
change the American way of life more than anything since the 
Model T .n3 
Art American educator v~ote in 1$50: "Here is a technique 
to make the imagination . spin. There is hardly a phase of our 
civilization but could be made more efficient ·or more rich in 
meaning for our population. n4 
3 
These were thrilling ... thoughts~ to be sure, but some people 
considered such talk . as confusing the idealistic potential 
with the facts. Writing in 1946, two yea:rs before television 
gained a really substantial audience, Jack Gould said: 
· 2. Jack Gould, "Television: Boon or: Bane, n ~ Public 
Opinion Quarterl:y, _X, (Fall~ 1946), 314. · ·· · · 
3. "The Infant Grows Up," Time, (May 28,1948), 72. 
--
4. Dallas W. Smytlle, "A National .Policy onTelevision," 
The PUblic OpinionQ!aarterly, XIV, (F~ll, 1950), 470. 
••• commercialism already threatens to undermine tele-
vision as a positive social force in the community. As 
the record of radio has so vividly demonstrated, the 
understandably cautious approach of the advertiser, ever 
anxious not to offend, is wholly incompatible with a vig-
orous and progressive medium.5 
Mr. Gould's forecast, with few exceptions, has come true 
and a thoroughly commercialized system of television has been 
a generally accepted fact of life now for several years. 
The attention of researchers has focused on the socio-
logical and educational implications inherent in commercial 
television. What exactly would be TV's influence on family 
life, buying habits, and use of leisure time? And who was 
buying television, anyway? 
Two main groups started investig ating these topics. The 
objectives of both groups were different. On one hand were 
the industry-allied interests like the advertising agencies 
and network management to whom audience reaction would be im-
portant in planning sales campaigns. On the other hand was 
the commercially disinterested group which included psycholo-
gists, educators, sociologists and parents. 
The body of research done by these social scientists be-
gan in 1948 and has been growing steadily ever since. The 
fluidity of the television scene and especially the rapidly 
changing composition of the television audience greatly com-
plicates such research. Every analysis, as valid as it may be 
when conceived and executed, may be decidedly out of focus for 
5 •. Jack Gould, .QJ!.Cit._, p.318 
4 
• 
5 
that particular area six months or a year later. Nevertheless, 
certain trends are emerging which seem to justify rather def-
inite conclusions. 
Studies have been made of audiences in cities on the east-
ern seaboard, in the middle west and in Southern California. 
In an article reviewing these and other studies, James D.Finn, 
Associate Professor of Education and Chairman of the Audio-
Visual Education Department at the University of Southern Cali-
fornia, -concludes that insofar as the composition of the TV 
audience is concerned, television in its early introductory 
phases represented a luxury to be afforded by groups that had 
the economic means to buy sets, but it is _fast becoming a gen-
eral necessity, reaching all groups of Americans in equal a-
mount.6 
What of the effect of television on leisure time and other 
social activities? Professor Firu1 draws the following gener-
alizations: 
1) Television in the home definitely has an effect on 
all the other leisure-time activities carried on by the 
family. 
2) Most investigators agree that radio listening, motion 
picture attendance, reading and "going out" are decreased 
when a family owns a television set. 
3} The evidence with respect to the so-called novelty ef-
fect is not clear. There is some reason to believe that 
the initial effect of television may be modified, but not 
erased, as the set remains in the home over a period of 
6. James D. Finn, "Television and Education: A Review of 
Research," Audio VisualCommunication Review, I, (Spring, 1953), 
108. -
time. However, the duration of the novelty effect is 
longer than most investigators had suspected.? 
The possible effects of television on children has caused 
intense interest on the part of educators and parents alike. 
This is natural, both from the standpoint of responsibility 
and curiosity. Many children have never known life without 
television. The degree to which their lives may be formed by 
TV and the degree to which television may modify the more es-
tablished habits of thought and behavior of older age groups 
will take many years of continual study. The general picture 
as seen in the spring of 1953 by Professor Finn is as follows: 
1) Where television is available, children of all ages 
view it extensively, with the average running over two 
hours per day on school days and more than that on 
weekends. Averaging the results of all the studies, 
it would seem that children spend in the neighborhood 
of 20-25 hours per week watching television. 
2) The preoccupation with television causes a decline 
in almost all other kinds of leisure-time activities. 
Vlbile it cuts down on the use of other media, it also 
cuts into participation activities such as playtime. The 
net result is that children's exposure to the mass media 
is increasing. 
6 
3) There as yet is no demoll.strable effect of televis ion on 
school achievement. The evidence in this regard is con-
flicting._ 
4) Television has had an effect on the family life of 
children. It .has influenced their eating, sleeping and 
social habits generally in an undesirable direction from 
a psychological point of view. 
5) ••• some reason to believe that a leveling-off factor 
will begin to operate after four years of set o\vnership 
and that television will be integrated more comfortably 
into family life. Further research is definitely needed 
here.8 · 
7. Ibid., p.lll. 
8. Ibid., p .116. 
Purpose of pre$ent study.--No scholarly survey of the 
I 
relatively new Pacific Northwest television audience has been 
published and very few studies have been made of small tov~s 
to my knowledge. In this respect, considering the territory, 
even a small survey such as this one, may help to add to the 
national picture. 
As each individual facet of the study unfqlds, cert ain 
differences and similarities to other studies will be noted 
and discussed. This survey can only analyze data from the 
small college town of Pullman, Washington, but when placed up 
against other survey knowledge in the field, certain patterns 
can be seen that ally its relevance with the TV scene as a 
whole. 
7 
CHAPTER II 
PROCEDURE 
Purposes of the questionnaire.--A copy of the question-
naire is included in the Appendix as Exhibit 1. It is a blend 
of opinion and facts, organized into various categories de-
s igned to determine: (1) the viewer's educational and economic 
background, (2) viewing preferences and tuning habits, (3) re-
ception and reasons for getting television, (4} effect of tele-
vision on radio listening, (5) program favorites, likes and 
dislikes, (6) effects of c~mnercials and opinions concerning 
them, (7) effects of television on leisure time activities, and 
(10) effects of television on children. 
Determination of the number of sets in town.--A certain a-
mount of background research was undertaken before deciding on 
the type of survey best suited to achieve the highest degree of 
validity in Pullman. 
The first problem was to determine the total number of sets 
in to\vn. Several sources were used: interviews with television 
dealers, research into records at the office of the City Engi-
neer and actual on-the-spot mapping out of outside antennas. 
The latter procedure was started in January,l9t4 . The lo-
cation of every visible antenna was noted on a large block-by-
9 
block city map. Special notations were made to identify corner 
houses as these are generally considered to have higher .valuation 
than mid-block houses. The possibility that some families might 
be receiving television with an inside antenna was considered. 
It was learned, however, that only channel 4 was available 
with an inside antenna and that only under the most ideal weath-
er conditions.1 Since viewers who could watch both channels 
were wanted for this study, one-channel families were ignored. 
Several television dealers were interviewed concurrently 
with this mapping procedure. These men were cooperative and 
helpful but they could not give more than a general estimate 
of the number of sets in town. This line of inquiry was dropped 
after two interviews. 
Records at the office of the City Engineer indicated that 
as of January 1,1954, 120 television permits had been issued. 
Permits were required by city ordinance only where antenna 
. 9 height was f~fteen feet or more."' Of these 120 permits, 8 were 
for retail television stores and organizations such as the Vet-
erans of Foreign Wars, leaving ~12 permits for private homes. 
Some homes on the highest promentories about the city managed 
to get good reception with an antenna fifteen fe.et tall or 
less but there were not many such cases as of January 1,1954. 
Considering these factors, it was decided to complete an 
1. Interview with John Morash, television dealer,March 18 ,1~54. 
2. Interview with Glen Sherwood, Assistant City Engineer, 
Pullman, Washington, May 10, 1954. 
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on-the-spot mapping of antennas and to use this map as the basis 
for the study. 
Determination of the type of survey.--Two difficulties 
arose in deciding on the best type of survey. First, the ques-
tionnaire was long. Second, several generations of graduate 
students and faculty have lived in Pullman and the to\vnspeople 
have been subjected to more than a few surveys during that 
time. This, then, presented a definite public relations prob-
lem which was not likely to be overcome by telephone or mail 
interviews. Therefore, personal interviews on a random sample 
basis were selected as the only logical type of survey. 
Local publicity concerning survey~~-.-A feature story on 
the forthcoming survey was arranged to appear fn ~ ?ullman 
Herald as well as various college publications and helped the 
· writer gain quicker entry into several homes. 
Develop!nS an effective interviewing technigue.--An effect-
ive interviewing technique was developed after a few inter-
views, which, with one or two exceptions, served well through-
out the duration of the survey. It was the writer's experience 
that such a technique must be adapted to the community. Enough 
time must be taken, regardless of the length of the question-
naire, if the interviewee's cooperation and valid replies are 
to be achieved. It is all too easy for people to give hasty, 
ill-considered answers just to get rid of the interviewer. 
Another source of error is the human tendency to slant one's 
answers to give an impression more desirable than the true at-
titude. For example, one faculty member who had read the 
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questionnaire expressed some doubt that people would tell the 
truth about commercials and the influence they had on purchas-
ing habits. Actually, touchy topics like this had been buried 
deep inside the questionnaire in the hope that, by the time 
these areas had been reached, the interviewee's interest would 
be aroused sufficiently to continue candid answers. This tech-
nique worked out well in practice. Indeed, the writer cannot 
complain of any difficulty in getting people to talk frankly; 
the degree of interest and loquacity shown by the majority of 
interviewees s ometimes created a minor problem in itself! 
Number of persons interviewed.--Taking the figure of 112 
registered television families as the approximate total number 
in town, which agreed substantially with the mapping procedure, 
a sampling of not less than one third nor more than one half 
was deemed practical. The number of interviews finally con-
cluded was 46, or 41.071 percent. This included 9Q adults and 
76 children or a total of 166 persons. 
Time factor.~Interviews commenced in Januar~l954, and 
ended in May, 1954. Each interview lasted from forty minutes 
to over an hour and a half. The majority l asted a t least one 
hour. Weekends, ~ornings and evenings are usually unpopular 
times to ask for the attention of a housewife or a family for 
such a length of time, so 40 of the 46 interviews were con-
ducted on weekdays during the hours of two to four p.m. Advance 
appointments were made in person wherever possible. About two 
thirds of the time the writer was invited in on first contact 
and did not have to make an advance appointment. As a result 
of these time elements, the majority of persons interviewed 
were housewives speaking for themselves and their families. 
12. 
Imperfect random sample.~-The goal was a true random 
sample based on every third house marked on the city map , with 
a total of one third of the corner houses in each area. The 
sample was not perfect. In two cases it was impossible to 
get an interview. In several cases nobody was home. A further 
call was made before abandoning the effort. These incidents 
disturbed the accuracy of the sample. 
Minimum time f amilies had television.--Since the sample 
was based on the number of sets noted in January,l954, and the 
actual intervi'ews began in February, it was expected that. every-
one would have had their set at least one month. This gave 
the chance to study families supposedly still in the ''novelty 
stage" as opposed to those families well accustomed to tele-
vision. After a one third saturation based on the original 112 
sets had been reached, additional interviews were sought. This 
was in the middle of May and a substantial increase in the number 
of: sets in town was seen. It was relatively easy to maintain 
a sampling based on every third house. The time limit wa s main-
tained and every family interviewed had their set at least one 
month before being included. 
Site of study.-~Pullman, Washington is located in ~~tman 
County in southeastern Washington, seven miles from the Washing-
ton-Idaho line and seventy-eight miles from Spokane. The town 
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is built on four principal hills and in the valleys that connect 
them, covering an area of 2.674 square miles, at an elevation 
~ 
of 2,500 feet.'-' 
Transportation in Pullman.~-Two railroads, the Northern 
Pacific and the Union Pacific, run five trains daily through 
Pullman. Frequent Greyhound bus service and four daily flights 
by Empire Air Lines further augment transportation facilities.4 
Principal industries.--The principal industries of Pullman 
are education and agriculture. The State College of Washington 
has been located in Pullman since 1892. This institution en-
joys national recognition among land grant colleges for the 
quality of the staf-f, the work done and the physical facilities 
which have undergone steady expansion.5 
The region around Pullman, known as the Palouse, is one of 
the greatest wheat and pea producing areas in the world. About 
2,000,000 bushels of wheat and 34,000,000 po~ds of dry peas 
are handled _through Pullman nearly every year. Top grade beef 
and dairy breeding cattle are raised there too. 6 
Cultural level.--Pullman enjoys above average cultural and 
intellectual opportunities due to the presence and influence 
of the college. The excellent college library of 650,000 
3. Pullman Chamber of Commerce, brochure-map, "The Friendly 
Town," (1953), inside cover. 
4. Ibid. 
5. Ibid. 
6. Ibid. 
volumes is available to the public, as are plays, concerts,re-
citals and debates within the college and the contributions of 
out·standing artists, lecturers and visiting educators who are 
attracted into tovm. The fact that the faculty lives in Pull-
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man, raises its children there, and takes part in local organ-
izations also has a ' decided influence on the general cultural 
and intellectual level. 
Population and economic level.--Tne population of Pullman 
in 1952 Yfas 11,262,including 4,700 college students. Aside 
from the money brought into tovm every year by the students, 
about 1,400 staff and faculty members are paid a $430,000 
monthly pa.yroll. 7 This is one of the main reasons for Pullman's 
unusual economic stability. The town and the surrounding 
area enjoy a prosperity above the state average. Though no 
specific per-capita figures for income in Pullman could be lo-
cated, a general idea of the financial status in the past fe w 
years was obtained from J.A.Guthrie, Director of the Bureau 
of Economic and Business Research at the college. He wrote: 
••• we do not have any figures on the per-capita 
income of Pullman, Washington, but we have recently com-
pleted a study of county income payments in the state 
of Washington for the years 1950, 1951 and 1952 . We have 
estimate~ the per-capita income of Whitman County for 
1950 is ~1,995. This is slightly higher than the state 
average of $1,629. The per-capita income of Whitman 
County ranked eleventh in the thirty-nine counties of 
Washington for the year 1950. You might be interested 
to know that the counties which have the highest per-
capita income are the sparcely populated wheat-growing 
counties of Adams, Lincoln, Garfield, and Grant. Whit-
man is, of course, also in this class, but the other 
7. Ibid. 
activities of the county apparently bring down the 
average.8 
Television reception in Pullman.--Televis ion reception in 
Pullman varies from very poor to excellent. It depends on two 
main factors: the distance from the transmitting points in Spo-
kane, 87 miles to the north, and the topography of the town and 
the intervening territory. The land between Pullman and Spo-
kane is mostly rolling farm country, with several high buttes 
or mountains which seriously interfere vii th reception in some 
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parts of to~n. · People living on the tops or north sides of 
the hills in to'im enjoy very good reception. Locations of 
these and other choice viewing areas are outlined in red pencil 
on the city map of Pullman. (Exhibit 2 in the Appendix.) 
Television stations received in Pullman.--At the time of 
this study t wo channels had been received in Pullman for about 
a year. 
KXLY-TV, channel 4, with its transmitter located on top 
of 6,000 foot Mount Spokane, started regular teleca sting on 
February 22, 1953. The program schedule VTas enlarged to in-
clude the early a.fternoon hours effective December 15, 1953. 
The approximate date live line programming was inaugurated 
from the west coast hookup via Yakima, Washington, was Dec-
ember 5, 1953.9 
8. Letter from J.A.Guthrie, Director, Bureau of Economic 
and Business Research, The State College of Washington, 
August 2 , 1954. 
9. Letter from Gene Roth, Program Director, KXLY-TV, 
Spokane, Washington, May 17, 1954. 
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KHQ-TV, channel 6, transmitting from Moran Prarie on the 
outskirts of Spokane, had been on the air since December 20,1952. 
Early afternoon progrrumning began on approximately June 29,lg53 , 
and live line facilities became available on December 1 1a~3 10 , """" . 
In general, the quality -of channel 4's reception in Pull-
man is better than channel 6 though the transmitting povYer is 
49,000 watts compared to 100,000 watts. This is due to two 
factors: the 6,000 foot altitude of the transmitting point 
for channel 4 and the tendency of the lower frequencies to 
bend around obstacles like Kamiak Butte, the largest butte in 
direct line between Pullman and Spokane.ll 
Programs available in Pullman.--KXLY-TV was the Spokane 
affiliate for the Columbia Broadcasting System and the Dumont 
Television Network. KHQ-TV was affiliated with the National 
Broadca sting Company and the 1unerican Broadcasting System. 
Besides live and kineoscoped programs from these networks,both 
stations include in their program listings local film shorts, 
movies, and live local productions. These include cooking 
shows, children's programs, comedy, talent and several types 
of variety shows with local appeal. 
10. Letter from William A. Neilson, Program Director, 
KHQ-TV, Spokane, Washington, May 18, 1954. 
11. Interview with Vauglm Williams , television engineer 
and dealer in Pullman, February 9, 1954. 
CHAPTER III 
SUBJECTS 
Description of set owners interviewed.--In Pullman,. family 
groups tn the moderately young age brackets with children domi-
nate the television audience. .Middle-aged couples with no 
children at home form a small percentage of the total audience 
(8 or less thru1 2 0 percent) and retired persons form a negli-
gible percentage. 
TABLE 1 
Ownership of TV 
Set Owners Number Percent Total Number of 
Individuals 
Families with children 
under age 24 living at 36 78. 2 148 
home (total of 76 children) 
Couples, aged 40 and 
below, no children at 2 
home 17.5 16 
Couples, aged 50 or more, 6 
no children at home-:!-
Retired persons 2 4.3 2 
Total 46 100.% 166 
*One exception: a 20-year old daughter in one f amily. 
TABLE 2 
DISTRIBUTION OF SET OWNERS ACCORDING TO EDUCATIONAL GROUPS 
Characteristics of Educational Groups 
I - (a) Husband and wife both college 
graduates, with one or more 
Number of 
Families 
advanced degrees in family 11 
(b) Husband and wife both college 
II - (a) 
graduates, either may be work-
ing for advanced degree 
Husband college 
advanced degree 
uate work; wife 
graduate 
graduate,has 
or doing grad-
hi gh school 
(b) Husband has advanced degree, 
wife attending college 
. 
(c) Husb&nd college graduate,wife 
attended or attending college 
(d) Husband college graduate,wife 
5 
4 
1 
2 
high school graduate 2 
(e) Wife college graduate, husband 
high school graduate 2 
(f) Wife college graduate, husband 
attending college 1 
III -(a) Husband and .wife attended or 
attending c oLlege 
(b) Husband or wife attended or 
attending college, other is 
high school graduate 
-------
IV - (a) Husband and wife high school 
graduates or one did not go to 
high school 
V - (a) Both husband and wife did not 
go to high school 
Total 
2 
6 
8 
2 
46 
Total 
16 
12 
8 
8 
2 
46 
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In Pullman, the largest single group of TV o~ners is that 
with the most education, and the second largest group who bought 
television has the second highest educational status. These two 
groups together dominate the TV audience (60.8 percent) and re-
present families where either husband or wife is at least a 
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college graduate. The .lowest educational group (below high school) 
is very low in set ownership. 
TABLE 3 
DISTRIBUTION OF SET OWNERS ACCORDING TO AVERJillE AGE AND 
NU~ffiER OF CHILDREN 
Educational 
Group 
I 
II 
III 
IV 
v 
Total 
Average Age Number of Families 
Women Men With Children 
36.5 41.5 15 
33.4 39.9* 10 
43. 43.7 5 
46 .3-;Ht· 44.3 4 
42.5 46. 2 
36 
. 
* Includes w~dower, age 65 • 
** Includes widow, age 75. 
Number of 
Children 
31 
22 
8 
8 
7 
76 
As previously stated, moderately young set owners dominate 
the audience in Pullman. Average ages do not differ significantly 
according to educational groups, except that subjects in the high-
er educational brackets are somewhat younger than those in the 
middle and lower groups. 
TABLE 4 
ViliO ANSWERED THE QUESTIONNAIRE? 
Wives • • • • • • • • • • • • ••• 30 
Wives and children •• • • • • • • • 4 
Wives, children and husbands. • • • 2 
Wives and husbands •• 
• • • • • • • 3 
Husbands. • • • • • • • • • • • • • 2 
Adult daughter •• • • • • • . . • . 1 
Retired couples . . . . . . . ·• . • 2 
• • • • • • . • . 1 Retired widower • 
Retired widow • • • • • • • • • • • 1 
46 
Most of the interviews obtained were from housev1ives who 
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spoke for themselves and their families, although in several in-
stances, the entire family ~r part of it participated in ans-
wering the questions. 
Economic levels of set o•vners.--Previous surveys and 
s t udies in various parts of the country have indicated that as 
TV has spread throughout all levels of society it is the middle 
and lower socio-economic groups who have bought most of t h e TV 
sets.l And~ since education is highly correlated with economic 
sta tus, one would expect the higher educational groups to be low 
in set ownership. However, we have seen that the upper educ-
ational groups dominate TV ownership in Pullman. We now ask if 
the expected correlation holds true so that these groups are also 
1. Finn, ..2.!2.• cit., p .108 
'· . 
in the upper economic brackets. 
For the purpose of this survey, economic levels were de-
termined by ownership of a selected list of "necessities" and . 
"luxuries." 
TABLE 5 
DISTRIBUTION OF SET OVffiERS ACCORDING TO ECONOMIC GROUPS 
EC 1 (Families having a car, electric 
stove, washing machine, radio 
and telephone, and more than 
one of the fol l owing: food 
freezer, air conditioner, 
clothes dryer) 
EC 2 (Families having a car, electric 
stove, washing machine, radio 
and telephone, and one of the 
following: food freezer, air 
conditioner, clothes dryer) 
EC 3 (F.amilies having a car, electric 
stove, washing machine, radio 
and telephone) 
Total 
TABLE 6 
Number 
7 
16 
23 
46 
Percent 
15.2 
34. 8 
50. 
100.% 
DISTRIBD~ION OF ECONOMIC GROUPS WITHI N EACH EDUCATIONAL GROUP 
ED I: EC l - 2 
EC 2 - 6 16 families 
EC 3 - 8 
ED II: EC .l - 2 
EC 2 
- 5 12 families 
EC 3 - 5 
ED III: EC 1 - 2 
EC 2 - 2 8 families 
EC 3 - 4 
ED IV: EC 1 - 1 
EC 2 
- 3 8 f amilies 
EC 3 - 4 
ED V: EC 3 - 2 2 f amilies 
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Half of the set o1v.ners ·in Pullman are in the lowest econ-
omic group: that is, in terms of the material posse s sions cited 
in Table 5, half of the viewing audience chose to buy a tele-
vision set in preference to a food freezer, air conditioner or 
clothes dryer. 
There is a fairly even distribution of all economic groups 
in all educational groups, except for the lowest educational 
group. The number of subjects here is really too small to draw 
definite conclusions. 
The expected high correlation between economic and educ-
ational levels does not hold in this study. This is pos.sibly 
because the number of cases is fairly small, but mos t probably 
because the largest single group of families involved are 
college faculty families (see Table 7) who a re gener ally high 
in educational status but of middle or low economic status. 
TABLE 7 
DISTRIBUTION OF SET OVlliERS ACCORDING TO MEN'S OCCUPATIONS 
State College of Washington faculty • • • 
(including 5 members with the 
Ph D. degree) 
11 
State College of Washington staff ••••• 6 
Graduate students • • • • • • • • • • • • • 3 
Undergraduate students • • • • • • • • • • 2 
Professional men • • • • • • • • • • • • • 7 
Business men • • • • • • • • • . • • • • • • 9 
Farmers • • • • • • • • • • • • • • • • • • 2 
Carpenter • • • • • • • • • • • • • • • • • l 
Conductor • • • • • • • • • • • • • 1 
Retired • • • • • • • • • • • • • • • • • • 3 
45 
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CHAPTER IV 
RESULTS 
Recep_tion in Pullman -set owne~ satisfaction.--Although 
Pullman is a fringe viewing community, 87 miles from trans-
mitting points, many set owners coul d improve their picture by 
spending more money to raise their antennas or by joining one 
of the cable systems which were being planned during this study. 
The purpose of the next question was to determine how many set 
owners woul d be inclined to do this and· how many are s ati sfied 
with present reception quality. 
TABLE 8 
SPENDING MORE M~EY TO IMPROVE RECEPTION 
11 If you could improve your present reception, would you be 
willing to sperid more money?" 
Educational Group No yes 
I lo 1 (engineer) 
II 10 2 (graduate student,teache 
III 6 2 (graduate student, 
businessman) 
IV 8 
v 2 
Total 41 5 
- - - - - - - ·-- - -
~ 
- - - - - - - -
Percent 89.1376 10.869% 
r) 
Nearly all set owners in Pullmru1 are satisfied with their 
present TV reception. A few said they would be willing to s pend 
more money to improve their present reception, even though it 
could be considered pretty good. Most of these individuals have 
a technical appreciation of the subtle differences between aver-
age reception and the higher grades. These differences are 
not usually understood or valued by the majority of set owners, 
much like the mass of phonograph owners do not comprehend the 
devotion of the high fidelity set. Since they are so far from 
the originating statio17s, subjects, in general, consider them-
selves fortunate to get a consistent clear picture and do not 
worry about the finer points of definition and shading. 
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Prior acquaintance with TV.--All the set owners in the 
survey had seen televis ion in Pullman or elsewhere before getting 
their set. 
Size of Screen 
24 inch 
21 inch 
17 inch 
16 inch 
12 inch 
10 inch 
Total 
TABLE 9 
SCREEN SIZES 
Number of 
1 
27 
12 
3 
1 
2 
46 
Sets Percent 
2 .173 
58.695 
26.087 
6.521 
2.173 
4.347 
100. % 
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The 21 inch television set predominates in Pullman and 
appears in nearly 60 percent of TV homes. About one-fourth of 
the set owners have 17 inch sets. Only a few persons have a 
larger screen set or one of the older small-screen sets. As 
will be discussed in the next section, personal choice did not 
account for all the above-mentioned sets - some 15 percent 
were gifts or chance possessions. 
TABLE 10 
VmY PEOPLE BOUGHT TELEVISION SETS 
"Was there any special ~eason you ciecided to get television?" 
.. · 
Reasons ED I ED II ED III ED IV ED V Percent 
Cheap home 2 3 4 2 23.913 entertainment 
Children wanted 3 1 1 1 1 15.217 set 
.Medical-health 2 2 1 10.869 
Prestige ( 11my _hus-
6.521 band sells sets;" 1 1 1 
"everybody had one") 
Current events; 
6.521 good programs 2 1 
(out-of -towners) 
Children's educ- 1 1 4.347 
ation,enjoyment 
Wintertime 1 2.174 
Combat loneliness 1 1 4.347 
To ttp1ay with" 1 1 4 .347 
No special reason 1 1 4.347 
(table continued -on next page} 
Tfl...BLE 10 - Continued 
Reasons ED I ED II ED III ED IV ED V Percent 
Chance (husband had 
extra set in his 
business; son had l 1 4.347 
set ·when she moved 
in) 
"Roped into it" l 2.173 
Given set 4 l 10.869 
Total 16 12 8 8 2 100.% 
The above question was asked to find out if the desir~ 
to see select programs was the primary reason for the acquisi-
tion of TV. Actually, as Table 10 shows, sets were acquired 
with a multitude of ideas in mind. 
Only a small number of set own .ers (10.8 percent) bought 
television with specific program values clearly in mind. These 
people are in the two top educational groups and wanted tele-
vision specifically for good programs, current events and the 
education and enjoyment of their children. Actually, the three 
families who bought their sets for "current events" and "good 
programs 11 got their sets while living in "good viewing areas" 
(Ann Arbor , Kansas City and Honolulu) and subsequently moved 
to Pullman. 
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The biggest single reason in Pullman for buying television 
is to get "cheap home entertainment." Slightly less than one -
fourth of the set owners, representing all educational groups, 
said this was their main motive. The desire for inexpensive 
home entertainment is quite understandable in almost any economic 
• 
group today, but particularly so among the survey group when 
one considers the bother and cost of baby-sitters, the limited 
choice of movies in Pulllnan, and the general cost of "going out" 
to families of moderate means. It is interesting that these 
people, realizing their need for cheap home entertainment, be-
lieved that television was the answer. 
The second biggest reason (15.2 percent) for buying tele-
vision was the fact that the children in the family wanted it. 
No educational group was immune to the successful pleadings of 
the younger generation. 
Medical and health problems created a need in several in-
stances (10.8 percent) which led directly to the purchase of 
television. Circumstances varied in each case, and included a 
family whose doctor had prescribed television to help a child's 
eye difficulties, to major incapacities such as the man who 
lost a leg in the last war and found it painful and difficult 
to get around to as many campus sports events as he liked. Tele-
vision is more than fulfilling expectations in all these fami-
lies, except the eye case, and medical opinion was not sought 
here by the writer. 
As might be expected, there are a few persons (6.5 percent) 
who got their sets purely for prestige reasons and a few others 
who wanted to fight wintertime doldrums or alleviate loneliness 
by filling in time tha.t v1as not filled sufficiently by other 
activities • 
For two men, both of substantial achievement in their 
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respective fields, a television set represented a new and ex-
citing toy whose electronic mysteries offered hours of fascin-
ated study and experimentation. Their wives stated in no un-
certain terms that the sole reason there was a set in the house 
was so their husbands could "play with it.'' (Both sets cost 
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less than many children's "toys", being small-screen models 
bought in eastern markets for around forty dollars.) Both men, 
say their wives, are having a lot of fun with their sets, but 
have to keep them in good working order most of the time if there 
is to be any peace in the families. The families have become 
rather avid TV fans. 
Five families (10.8 percent) in the two upper educational 
groups were given sets. Two factors all families had in common 
were several small children and moderate economic circumstances. 
One falllily was "roped into" buying a set. A dealer friend, 
stuck without a suitable display room for an expensive oriental 
cabinet model set, asked to use their home as background. He 
actually sold several sets in this manner, but by the time he 
offered to remove the set, the children and the parents were so 
used to having it around and social pressure had built up to such 
a degree that they decided sadly they had better buy it. They 
did, and were given a discount by their considerate dealer friend. 
Neither need nor desire played much part in the acquisition 
of TV by four families. Half of them got their sets by chance 
and half said they had no special reason. 
Although it must be borne in mind that all the foregoing 
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data were spontaneous answers, usually given by one member of the 
family, and that possibly upon further questionning some of the 
responses like 11no special reason" might come under a different 
category. Still there app·ears to be a definite pattern in why 
people get TV. 
This is a pattern of diversity of human needs and reasons 
based on everything but what one might as sume accounted for the 
major part of televis i on purchases -the wish to see t h e programs. 
Despite this variety of original motivating factors, the subse-
quent r~actions and opinions of the set owners toward their new 
possession reveals remarkable unity. This will be discussed later. 
·when people boBSht their sets .--We have seen that TV ovmer-
ship in Pullman at the time of this study is definitely related 
to the educational level. The concentration of sets is in the 
higher educational groups. We now ask is there a relationship 
between educational level and the time the sets were bought? In 
other words, is there a tendency for some educational groups to 
lead in the acquisition of television? 
·. 
Months of Owner- ED I 
ship 
12 or more 4* 
6 to 12 6 
3 to 6 4 
1 to 2 2 
Total 16 
TABLE 1~ 
LE}!GTH OF TV OWNERSHIP 
ED II ED III ED IV 
7** 2** 4** 
1 3 1 
2 3 1 
2 0 2 
12 8 8 
ED V 
1 
1 
2 
. . . . *Two fa.nu.l~es moved to Pullman w~th the~r set • 
-:H~Qne family moved to Pullman with their set. 
Total Percent 
17 36.956 
11 23.913 
11 23.913 
7 15.217 
46 100. % 
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The largest group of people to buy television at its earliest 
introduction to Pullman comes from the second highest educa-
tional level. In the period of ownership of six months to a 
year, when TV might still be considered novel, the top educa-
tional groups again bought more sets than the lower groups. 
(It should be remembered that however new in substance TV nlight 
have been in Pullman during this period, it was quite mature in 
form. The early-day headaches of production which caused many 
persons to pospone buying TV until it "improves" had been fairly 
well resolved by experience and experimentation plus the devel-
opment of superior equipment.) 
The writer well remembers the numerable hazards of getting 
through even a simple live interview show in 1948 and 1949. 
The attempted coordination of studio activities, projection room, 
announcer's booth and turntables often resulted in anything but 
a smooth production. In many instances personnel were learning 
on the job. Rehe arsal time was usually scanty if there was any 
at all. As a result, the viewer was likely to be treated to a 
series of awkward moments, blank screen~, flickering cue markers, 
burned-in images, films run without sound or even backwards, 
upside-do~n slides and lens changed on the air. Many an early-
day viewer associates even today the whole field of television 
with the spectacle of the actor or announcer who h as finished 
what he had to say and now stands frozen-faced, agony beginning 
to creep into his eyes, as the camera refuses to"get off him .. " 
Certainly these production faults still occur but now they 
• 
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are more remarkable than usual. Primarily because of the early 
years of trial and error, the "awkward age" of the Spokane sta-
tions was brief. Aside from a quickly atta ined high level of 
production, both stations have profited from the pioneer work 
in programming and allied services. In contrast to the eastern 
situation five years ago, Spokane stations enjoy relatively 
stable film markets, proven program kinescopes and live line 
facilities. For the foregoing reasons, then , Pullmanites were 
buying a fairly finished product when they bought TV during the 
first six months it was available. 
In the period of from six mont~~ to the time of this study, 
a greater dispersion of ownership is noticed. The upper educ-
ational groups bought fewer sets while purchases s pread out a -
mong the lower groups to incl ude, for the first time, the be-
low-high-school group. 
It seems that the top educational groups not only have most 
of the sets but bought them first, in the introductory months of 
TV, and that this situation was followed by a gradual leveling 
out process until at the time of this study there is a similar 
concentration of set ovinership in the high and low educational 
groups. Whether t his process will continue so that set concen-
tration will gradually shift over into the lower educat i onal 
groups, as has been the trend in some parts of the country, can 
only be determined by further inquiry.! 
1. John W. Riley, Frank v. Cantiwell and Katherine F. Ruttiger, 
"Some Observations on the Social Effects of Television," The 
~blic Opinion QuarterlY, XIII (Sumrner,l949), 227. ---
CHAPTER V 
VIEWING AND TUNING HABITS 
Kinds of viewers in educational groups.--Families where 
both husband and wife watch television regularly, regardless 
of the total number of viewing hours, are classified as regu-
lar viewers. Families where either husband or w:rfe is a regu-
lar viewer and the other seldom watches TV are classified as 
mixed viewers. Cases where both husband and wife watch tele-
vision once L~ a while are classified as occasional viewers. 
EDI 
ED II 
ED III 
ED IV 
ED V 
Total 
Percent 
TABLE 12 
DISTRIBD~ION OF VIEWERS 
Regular Mixed Occasional 
13 2 1 
6 4 2 
7 1 
7 1 
2 
35 7 4 
78.087 15.217 8.695 
Total 
16 
12 
8 
8 
2 
46 
1007b 
The overwhelming majority of the Pullman audience (78 per-
cent) are regular viewers. They dom~ate every educa tional 
group. Mixed viewers are confined to the three upper educ-
at-ional groups while occasional viewers have a slightly wider 
distribution in the educational groups. 
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Relationship be~ween length of TV ownership and kinds of 
viewers.--In many studies concerned with the relationship be-
tween the length of television ownership and the composition 
of the prevailing audience, the data are usually presented in 
two segments. The customary breakdown, convenient for studies 
involving large numbers, is a comparison of TV ownership of 
less than six months and that of six months or more. Owner-
ship of less than six months is usually meant to include all 
families still in the novelty stage, while people who have had 
sets six months or more are usually considered fairly well 
habituated to TV. In advance thinking of the breakdown of 
figures for this particular topic in this study, a number of 
the housewives were asked (in addition to the formal question-
naire) how long it t ook their families to get used to TV. 
Enough said "about two weeks" or "about a month" to warrant 
presenting the figures month-by-month. Also the total number 
of figures is small enough to do this conveniently. 
Some of the set ovmers said that when they first got their 
set they expected to watch it a great deal but that as time 
went by they would become more and more selective until their 
overall viewing time diminished markedly. This has been a 
common idea and in some families it has doubtless proved true. 
However, it has not been so in the overall Pullman picture and 
there is reason to believe that the general reaction to television 
follows no such pattern. 
Table 13 reveals that there are about as many regular 
viewers in Pullman after a year or more of ownership than 
there are during the first few months of ownership. In other 
words , there is not much tapering off in TV interest as time 
goes by. 
TABLE 13 
CORRELATION OF REGULAR, MIXED P~D OCCASIONAL VIEWERS 
WITH LENGTH OF TIME OF OWNERSHIP OF TELEVISION 
Months of Regular Mixed Occasional Total 
Ownership Viewers Viewers Viewers 
. -
1 4 3 7 
2 
3 4 l 5 
4 1 1 
5 3 l 4 
6 2 3 5 
~ 
7 3 3 
8 l l 
9 l l 
10 
ll 2 2 
12 6 1 7 
12-15 5 l 6 
16-23 1 l 
24 and 3 3 
over 
Total 35 7 4 46 
Percent 78.087 15.217 8.695 100.% 
34 
35 
Television in Pullman has held a steady audience over the 
months, an audience which accounts for an impressive three-
fourths of the set owners. This implies that television's in-
fluence is not a temporary one which fades with the novelty 
of the set. 
One of the earliest studies done of TV audiences agrees 
in substance with this finding in that it was found that the 
general enthusiastic attitude and differences in habit patterns 
caused by television prevailed about as much among ovmers of 
many months standing as those vvho recently got their sets .. l 
Another study is esp~(!ially interesting because it was a cumu-
l ative study over six years of a New Jersey city and revealed 
cert ain established patterns of viewing in an older TV area. 
It reports that the average number of hours a day that sets 
are in use (4i hours) varies only slightly with the number of 
years a family has had TV.2 
At the same time that 'regular viewers tend to remain regu-
lar viewers, occasional and mixed viewers in this study show 
no particular tendency tq change their viewing habits with 
' ·-
the passage of time. In Table 13 there are three f amilies of 
I 
occasional viewers, all in their first month of ownership. Mixed 
viewers are scattered throughout the table and represent fami-
lies who have had their sets from three to seven months. In 
1. Thomas E. Coffin, ttTelevision' s Effect-s on Leisure-
Time Activities," Journal of Applied Psycho~og¥, XXXII 
(October, 1948), 55B. 
2 . "TV Family Pattern," Business Week, (December ·12 ,1956), 
52 . 
36 
practically every instance of this kind, .it was found that 
these people had nothing against television itself. Rather, 
well-established personal habits, strong personal tastes, and 
other engrossing activities of long standing, left little time 
for television. TV was relegated to a place of minor import-
ance in their lives, in contras t to the substantial position 
it occupies in the lives of regular viewers. 
TABLE 14 
TIME OF DAY MOST VIEWING TAKES · PLACE 
Time ED I ED II ED III ED IV ED V Total Percent 
Afternoon --
Evening 15 10 ·4 7 2 38 . 82.608 
Afternoon 
and l 2 4 1 (2) 8 1•7 .434 
Evening (M) (W) ~3W~ (W) 1M 
Explanat~on of above fi_gures.~-In the column for 11After-
noon and Evening Viewing," (M) means men, (W) means womF;n• 
The figure (2W) in the same colunu1 under ED V was not counted 
in the addition of the column, because though both wives watch 
TV in the afternoon as wek_k as the evening, the amount of after-
noon viewing is very slight compared to the other people in 
the same column. 
As might be expected, mos t viewing is done in the evenings 
when most people are home. Nobody watched solely in the after-
noon. A small group (17.4 percent) of both men and women watch 
both afternoon and evening. This is a r ather small group, 
'D7 
considering the total potential audience. However, this 
situation has been evident even in the east, where in one city, 
afternoon viewing, despite emphasis on new programming by the 
networks, constituted 10 percent of the housewives in 1951, 
rose to 18 percent in 1952 and leveled off to 19 percent in 
1953. At the same time morning viewing increased considerably.3 
No attempt was made to classify reasons for the small 
afternoon audience in Pull man, but spontaneous remarks from 
the housewives indicated that the chief reasons are the de-
mands of household tasks, little attraction to the afternoon 
fare, and the need for comparative quiet during children's nap 
time. Housewives in general (especially those with young child-
ren) find it takes careful planning to find free time for much 
personal recreation or entertainment that takes them away from 
the home. That is one reason why many of them are so enthus-
iastic about television. They can enjoy it inside the house 
without neglecting household responsibilities. The rather in-
genious combination of some of these activities with watching 
TV is discussed at the end of this chapter. 
Tuning habits: s witching between chan.."lels .--All set ovmers 
said they switched continually back ru~d forth between channel 4 
and channel 6. Nobody could say for certa in that he watched 
one channel more than the other, though in most homes, channel 
4 had a clearer picture. 
3. Ibid. ,____ 
38 
TABLE 15 
PURPOSE IN TURN ING ON SET 
"Do you have a definite program in mind when you turn on your 
set? 11 
ED I ED II ED III ED IV ED V Total Percent 
Yes 11 9 6 7 1 34 73.913 
No 5 3 2 1 1 12 26.087 
Total 16 12 8 8 2 46 100. 1~ 
The majority (73.9 percent) of set owners in all educ-
ational groups turn on their s ets to see a specific program . 
The rest said the set is turned on automatically when the child-
ren or husband came in around supper time. The idea seems to 
be to have general entertainment while awa iting upcoming pro-
grams. 
TABLE 16 
LEAVING SET ON FOR G&~ERAL ENTERTAINMENT 
"After a program is seen, is the set often left on for general 
entertainment?" 
ED I ED II ED III ED IV ED V Total Percent 
Yes 14 10 6 3 33 71.743 
No 1 2 2 2 2 9 19 .565 
Depends 1 3 4 8.695 
Total 16 12 8 8 2 46 100.% 
The majority (71.7 percent) of set owners lea ve their sets 
on for general entertainment after they have seen a specific 
program, waiting for subsequent programs, though some felt it 
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was easier on the television tube to stay on rather than to 
be switched on and ofr several times during an evening, even 
though at times nobody might be watclrlng. 
TABLE 17 
THE HABIT OF FOLLOWING NEWSPAPER TELEVISION SCHEDULES 
"Do you follow the program schedules in a newspaper?" 
ED I ED II ED III ED IV ED V Total Percent 
Follow 
schedules 11 8 7 8 2 36 78.260 
regularly 
Know w[l..at 
is on with- 2 2 1 5 10.869 out look-
ing at 
schedules 
Children 3 3 6.521 know what 
is on 
Turn set 
on, turn off 2 2 4.347 
if not 
pleased 
Total 16 12 8 8 2 46 100.~~ 
Over three-fourths of the Pullmru1 audience follw the te~e­
vision schedules printed in a daily paper. Many clip out the 
TV section and keep it within easy reach. It is interesting 
to note that the number of set owners who follow the printed 
schedules in each educational group corresponds very closely 
with the number of regular viewers in each educational group. 
However , whereas 78 percent of the aud-ience are regular viewers, 
a full 95.6 percent know what is an television every evening. 
This indicates a near saturation of interest in television 
fare, if not as complete a desire to partake of it. 
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Only a few set owners turn on their sets at random and 
switch it off again if not immediately pleased. Both these 
families are occasional viewers. Whether their unselective 
viewing habits causes their small amount of viewing, or whether 
the few shows they have seen have left them without the in-
centive to glance at the program schedules in advance to find 
something more to their liking, provoked additional questions 
during these interviews. It was found that in the first family 
both husband and wife are such busy people that they hardly 
have time to give their set more than a passing glance. In 
the second family there is plenty of time to watch TV but 
there is no particular wish to do so. The set had been a 
surprise gift from a 11 fond and distant" son to h:;i.s parents 
(both in their 60's) and they say they simply do not yet have 
even lukewarm interest in it. 
Some set owners (about 17 percent) have a clear idea of 
TV schedules. without checking the newspaper. Most of these 
people have watched so regularly that they have a clear men-
tal picture of the listings. The chance that they might miss 
a special programwhich would be printed in the paper was no 
cause for concern. It has been their experience that such 
events are announced on TV often enough and sufficiently in 
advance that they know about it in plenty of time. 
A few families neither check the schedules nor have a 
• 
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very good idea of them in their own minds. They r~ly almost 
entirely on their children's knowledge of the program listings. 
What is interesting about this is that in two of the three fam-
ilies, the children are under five years of age. One is a 
four-year-old only boy who displayed casual interest in the 
interview proceedings until the section on ~hildren was reached, 
whereupon he cried enthusiastically, "TV is good for mel" 
This little fellow was later described , by his mother as "still 
mad after a year that they took off Time for Beanyl" Maybe 
he was hoping one of the stations would slip Beany -back in 
some evening because he r eally did know the schedules. 
The other family has a three-and-a-half year old girl 
(with an llLfant sister) who could recite the schedul es on 
both channels almost perfectly. However, she has to be told 
what day it is. How the children .learned the schedul es is a 
mystery to the parents, especially since both children are 
supposed to be in bed by 8 p.m. Nevertheless, both sets of 
parents make a habit of asking their little ones what is on 
TV that evening and choosing their entertainment .accordingly, 
much to the delight and pride of both youngsters • 
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TABLE 18 
FAVORITE HOMEMAKER PROGRAMS AMONG PULLMAN W'Ollt1EN 
"What is your favorite homemaker program on TV?" 
' 
Programs ED I ED II ED III ED IV ED V Total 
. -
Cooking 1 1 2 
Elaine 1 4 5 
Grey 
Kitchen 1 1 
Kapers 
Freddie 1 1 2 
Varies 1 1 
Total 0 2 2 5 2 11 (25.58%) 
Total 
possible 14 11 8 8 2 43 (100. %) 
viewers 
out of a possible audience of 43 women, 11 (25.6 percent) 
watch afternoon homemak~r programs with some degree of regu-
larity. Undoubtedly this audience would be somewhat l arger 
if some of the women did not have to keep their homes quiet 
because of sleeping children. 
A greater proportion of women in the lower educational 
groups watch the homemaker shows than women in the middle 
groups, while none of the women in the highest educational 
group watch. 
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TABLE 19 
COMBINING TV WITH OTHER ACTIVITIES 
"Do you combine housework or some kind of handiwork with TV?" 
ED I ED II ED III ED IV ED V Total Percent 
.. 
Yes 6 6 5 3 20 44.4 
Sometimes 5 2 1 3 11 24.4 
No 4 4 2 2 2 14 31.2 
Total 15 12 8 8 2 45 100.% 
TABLE 20 
ACTIVITIES THAT ARE COMBINED WITH WATCHING TELEVISION 
-
ED I ·· ED II ED III ED . IV ED V Tot al Percent 
Ironing 8 6 4 1 19 42.2 
Mending 4 1 1 1 7 15.6 
Handiwork 2 3 3 6 14 31.2 
Sewing 3 1 2 6 13.3 
Reading 1 1 2.2 
Dishes, 2 2 4.4 
Miscellan-
eous 
Pullman women have not found that vievring TV demc>.nds 
their whole attention. Nearly 70 percent of them, from every 
educational group except the lowest, combine other activities 
with viewing TV; nearly 45 percent of these women do this most 
of the time. .Most of the activities are of a ski;Lled, station-
ary nature. However, the most popular activity carried on by 
over 40 percent of the women is ironing, a task that involves 
a considerable amount of moving about. 
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CHAPTER VI 
PROGRAM PREFERENCES, LIKES AND DISLIKES 
Favorite types of television programs in Pullman.--It is 
always interesting and revealing to know what the current popu-
lar favorites are in many commodities, such as automobiles, 
home styles and movie stars. What would be tops in public 
taste on television in a college tovm where education is big 
business? Would educational and cultural programs or straight 
entertainment rate highest? 
TABLE 21 
FAVORITE TYPES OF TV PROGRAMS 
nwhat is· your favorite type of program: sports; musical;drama; 
mystery; documentary; special events; homemaking; comedy; 
direct .e9.uca.tional; news; religiqus; quiz; panels; variety; 
generally educational." 
. . 
ED I ED II ED III ED IV . ED V Total Percent 
Sports 11 (4M) 9(3M) 7(2M) 5(1M) 2 34 73.913 
Comedy 10 8(1M) 7 7 2 34 73 .~13 
Drama 5 8(3M) 6 (1M) 3 2 24 52.173 
Musical 5 4 4 4 17 36.956 
Mystery 5 3 5 3 16* 34.782 
Document- 4 1 3 6 14 30.434 
ary 
Special 2 p 1 1 7 15.217 
Events 
(continued on next page) 
TABLE 21. Continued 
. 
ED. I ED II ED III ED IV ED V Total 
Variety 2 1 2 2 7 
Quiz 1 3(1W~ 2 6 
News 1 2 1 1 5 
Homemaker 1 1 1 3 
Panels 1 1 3 
Educational 1 1 2 
Religious 1 1 
. . . 
*3 fam~l~es ment~oned Dragnet spec:l.fically • 
'ti. 
· , 
Percent 
15.217 
13.043 
10.869 
6.521 
6.521 
4.347 
2.173 
The figures above represent family favorites and the num-
ber of mentions each type of program received by family. The 
figures in parentheses refer to families where the program 
type was a parti.cular favorite of the men (M), or the women 
(W), in the family .and are included in the total in each column. 
Table 21 shows that sports and comedy shows are top favo -
rites in Pullman, rating equally high with nearly three-fourths 
of the audience from all educational groups. Over one-half 
the audience places d.ramatic programs among their favorites, 
and about a third of the set owners also like the musical and 
mystery shows very well. Programs of pure entertainment are 
the general favorites by far, while programs of a more informa-
tive nature have fewer fans. 
Network shows versus local shows.--Over half (52. 2 percent) 
of the set ovmers in Pullman enj o;r· local television shows 
originating in the Spokane studios. A greater proportion of 
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these viewers come from the middle and lower educational groups 
than the higher ones. The favorite local show is a half -hour 
children's regional talent program called Starlight Stairway. 
Sponsored by a Spokane fuel company~ this program ~ in the 
writer's opinion, has a well-pace-d format, competent camera 
work and a likeable master of ceremonies who is very good with 
children . The show is in good taste and it is easy to see 
why it is a popular program. 
TABLE 22 
FAVORITE LOCAL PROGRAMS 
"What are your favorite local programs (ones that originate in 
Spokane?)" 
Programs ED I ED II ED III ED IV ED V Total 
Local talent 5 3 l 1 10 (Starlight 
Stairway) 
Wrestlin~(film shown 1 1 l 3 
locally L 
Dale Starkey (low 
pressure comic) 
1 l 1 3 
Local news 3 3 
Western show (local l l 2 
personality,sings, 
plays guitar,intro-
duces movies,does 
commercia ls) 
Special events l l 2 
- -
Cooking programs 2 2 
Elaine Grey 1 1 
Women's programs l 1 
Adrian l 1 
C.Baxter l 1 
(Table continued on next page) 
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TABLE 22 - Continued 
-
Programs ED I ED II ED III ED IV .ED V Total 
Jungle Town (live 1 :L 
animals, educ-
ational, spon-
sored) 
Educational 1 1 
Salty Show (child- 1 1 
ren} 
Total number of 
set owners who 6 4 6 7 1 24 (5 ') 2'~ ""'. ;o 
are local f ;ms 
) 
Total number of 
set own.ers in 
sample 16 12 e .. 8 2 46 (lOOJb ) 
TABLE 23 
DISTRIBUTION OF SET OVi'NERS WHO DO NOT HAVE LOCAL FAVORITES 
.. 
ED I ED II ED III ED IV ED· v Tot al 
No favorite local 10 5 2 1 1 19 program 
Avoid local pro- 3 3 grams when 
possible 
Total 10 8 2 1 1 22 
Total number of 
set owners in 16 12 8 8 2 46 
sample .. 
Less than half the s ample has no favorite local program 
of any type. A few people actively avoid the local productions, 
which they consider somewhat boring and amateurish in com-
parison to the network s~ows. However, most of the audience 
did not tend to make such comparison, preferring to judge lo-
cal programs on tneir own merits rather than in relation to 
shows staged under more opulent circumstances. 
TABLE 24 
DISLIKED PROGRAMS: GENERAL 
"Are. there any programs you dislike?" 
Comments ED I ED II ED III ED IV ED V Total 
-:;···. 
"Some plays not 1 1 
fit ofor young 
minds" 
"Husband dislikes 
deep dramas" 1 1 
"Homemaker shows 11 1 1 
"Soap operas 11 1 1 
"Late movies" 1 1 
11 Mysterie£; 11 1 1 
IT Communism 
programs" 1 1 
"Westerns" 1 1 2 
"Husband and 
wife teams" 1 1 
"Programs with 
a heart 11 1 1 
"Giveaway shows" 1 l 
"Puppets" 1 1 
(Table continued on next page) 
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TABLE 24 - Continued 
Comments ED I ED II ED III ED IV ED V Total 
"Afternoon shows" 1 1 
n English films" 2 2 
"Period playsn 1 1 
"Rough stories n 1 1 
''People's troubles' 1 1 
Number of answers "6 6 1 6 0 I9 
Number of set 10 10 5 5 1 31 
owners with pro- (67 .392% gr8lll dislikes ) 
Total number of 
set owners in 16 12 8 8 2 46 
survey lOOJb ) 
TABLE 25 
DISLIKED PROGRAMS: SI:-ECIFIC 
-
ED I ED II ED III ED IV ED V Total 
Strike It Rich 1 1 
("maudlin" ) 
LaRosa ("drags" 1 1 
Freddie and Glen 1 l 
("doesn't come 
off 11 ) 
McCarthy ("terrible 1 1 
to show people") 
The Web l 1 
Boxing 1 1 2 
(Table continued on next page) 
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TABLE 25 ~ Continued 
ED I ED II ED III ED IV ED V Total 
Wrest-ling 1 4 1 6 
Liberace 1 1 
Bolger 1 1 
Gleason 1 1 2 
Red Buttons 1 1 
Space Cadets 1 1 
Victory at Sea 
. ("bores me 11 ) 
1 1 
Godfrey ( 11 corny 
humility") 
1 1 
Movie Quiz "dull 
and boring'') 
1 1 
Comedy Hour 1 1 
Cantor 1 1 
Jess ell 1 1 
Number of answers 6 10 4 4 1 25 
(54.347%) 
Number of set owners 
with program 10 10 5 5 1 31 
dislikes (67 .392~b ) 
Total number of set 
ovmers in survey 16 12 8 8 2 46 
(1 00?.;) 
Over 30 percent of the Pullman audience is well satisfied 
with the available program fare. Slightly les s than 70 percent 
hold some kind of program in disfavor. (It was amazing tij.e 
acrimony with which some individuals could express dislike for 
• 
• 
for "period plays," "husband and 'Nife teams, 11 or "rough sto-
ries."} However, few people disliked more than one or t wo 
programs and personal taste and/or pet peeves accounted for 
most of thes e. 
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More people dislike specifi c programs than general types 
of programs. English f i lms was the only general type of pro-
gram to get more than one mention, whereas among the s pecific 
shows, wres tling, boxing and Gleason received from t wo to six 
mentions each. The overall impression is that subjects are 
generally content with the prevailing program schedules and 
find fault wit h only a small percentage of the total li stings. 
TABLE 26 
PREFERENCES FOR RADIO NEWS AND TELEVISION NEWS 
'
1Do you prefer TV news programs or radio news programs?n 
ED I ED II ED III ED IV ED V Total Percent 
Radio news 10.5 8 5 4 27 .5 60 . 
TV news 5.5 4 3 4 2 18. 5 ..:J:o. 
-
Total 16. 12 8 8 2 46 lOO . ~b 
Sixty percent of the subjects, especially in the upper 
educational groups, still prefer r adio news to television news, 
primarily because radio news is "more complete." Those who 
prefer television news say they like to see the pictures, 
especially pictures of local events • 
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TABLE 27 
FAVORITE NEWS COW!ENT ATORS ON TV 
"Who is your fav-orite news commentator on TV?" 
--
--
ED I ED II ED III ED IV ED V Tota1 
Network 
Edwards (presents 2 1 5 1 1 10\ 
the news ,very 
little editori-
alizing) 
Murrow (strong on 2 4 3 9 
analysis,inter-
pretation, com- >27 
mentary) , 58 
S:Eokane 
Fitzpatrick 2 2 4 
.McCumber 1 1 2 4 
./ 
Local news 
No f avor:i,te 11 6 1 18 
Can.'t recall - .1 1 
Total 16 12 8 8 -* 2 46 (10 
~~Includes one f amily with t wo favorites. 
Nearly 60 percent of the sample have favorite TV news 
commentators. The t wo favorites are both network announcers 
who present the news in divergent ways. Douglas Edwards . gives 
a straight newscast with plenty of visual interest i n news 
clips and photographs . Edward R. Murrow does not neglect t he 
visual side, but stands out for his analysis, background and 
general elucidation of current events. At t he time of- this 
.69o%) 
survey,. he was seen on a week 's delay basis every Tuesday 
evening at 7: 30 p.m. His progr am See It Now was (and is) 
markedly informative and effective in nature. Edwards,. on 
the other hand,. was seen Monday through Friday evenings at 
6 : 30 p.m. on a slightly delayed basis from Los Angeles. 
It may be interest i ng to note tha t · McCumber and Fitz-
patrick , the favorite Spokane comment.~tors ,. likewise were 
seen duri ng the early evening hours. 
TABLE 28 
FAVORITE TV NEWS PROGR~IS 
''What is your favorite TV news program?" 
ED I ED It ED III ED IV ED V Tot al 
Netv,rork 
][rurrow 2 2 1 5 
Edwards 2 3 4 1 1 11 
SJ2okane 
McCumber 1 1 2 4 
Fi t zpatrick 1 1 2 
"Local" 1 3 2 3 9 
None in par- 7 1 1 9 
ticular 
Can't recall 2 2 
Don~t watch 2 3 5 
Tot al number 16 12 8 8 2-* 46-X-of set owners 
. . . 
-*Includes one f am1ly vnth t wo f avorJ.tes 
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It i s interesting to note that mos t of the subjects who 
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have favorite television news Erograms refer to them in terms 
of the commentator. 
TABLE 29 
FAVO~ITE R~I~ COMMENTATORS 
~' lit'ho is . your faYorite ne:ws comment~at.or on radio?" 
' 
ED I ED II ED III ED IV ED V Total 
Network 
Fulton Lewis,Jr 1 1 2 
Richfield Re- 1 1 
porter 
Murrow 1 1 
Kaltenborn 1 1 2 
Hemingway 1 1 
Beatty 1 1 
S:Qokane 
7: 45 a.m.KHQ 1 1. 
7: 30 a .m. 1 1 
3 :15 KHQ 1 1 
Fitzpatrick 1 1 
McKelvey 1 1 
Pullman 
Jackson 1 1 
.Adkins .. 1 1 
None ; 1 2 10 3 4 2 31(67 
Total .: -16 1 2 8 8 2 46{1:0 
. 392%) 
O%) 
Almost everybody listens to some radio news, but when asked 
• to name their favorite news commentator on radio, only about 
25 percent of the audience name specific personalities. The 
rest of the radio listeners tune in "for the news itself." 
This contrasts with television, where most subjects tend to 
think in terms or· the personality doing the news. Again, 
nearly everyone watches some TV news, but nearly 60 percent 
(more than double that for radio) name a specific favorite 
TV commentator. There are probably a number of contributing 
reasons for this important difference besides the obvious 
visual impact of the TV personalities as such, but, without 
further information, the writer cannot do more than speculate 
about them. 
TABLE 30 
PREFERENCES FOR MUSICAL PROGRA}1S ON RADIO M~D TELEVISION 
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"In general, would you rather listen to musical programs on the 
.radio or watch them on television?n 
·-
ED I ED II' ED III ED tv ED V Total Percent 
Television 8 4 5 6 2 25 54.347 
Radio 7 6 3 2 18. 39.130 
Split 1 2 3 6 .521 
Total 16 12 8 8 2 46 .. ~oo. % 
over half (54. 3 percent) of the audience prefers music on 
television rather than radio. A few (6.5 percent) in the two 
top educational groups split their preferences in favor of 
classical music on radio and popular music on televis ion. The 
general feeling seems to be that the bright production usually 
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given music on TV adds greatly to the enjoyment. On the other 
hand, the radio partisans feel there is greater pl ay for their 
imaginations without the distraction of a picture to watch. 
TABLE 31 
CHOICES FOR PROGRAMS NOT NOW AVAILABLE FROM SPOKANE 
"Is there any television program not now availa'Qle that you 
would like to s ee included in local program schedu~es? This 
includes programs you may have heard about that are not sho~n 
here, as well as any types of.' _prog-rams you would like to see.·" 
Specific Programs E:D I ED. II ED Ili ED rv · ED V To-tal. 
Ding Dong School 2 1 3 
Our Miss Brooks 1 1 1 3 
More Super Circus 1 1 
Lux Theater 1 1 
Sid Caesar 1 l. 
.Meet the Press 1 1 
More Godfrey 1 l 
Time for Beany l 1 
Crosby 1 1 2 
Jack Bailey 2 1 3 
Bride . and - Groo~ · 2 2 
Linkletter 2 2 
Quiz Kids 1 1 
Junior Panel 1 l 
My Favorite Husbcmd 1 1 
Fibber McGee 1 · 1 
(Table continued on next page) 
TABLE 31 - Continued 
General Programs ED I ED II ED III ED IV ED V Total 
More special 1 1 
events 
Better children's 1 1 
programs 
More sports 1 1 2 
More religious 1 1 
programs 
More _local talent 1 1 
Opera 1 I 1 
Can't think of 1 1 
them 
Total number of 10 6 7 8 2 wanted pr.,ograms 33 
~ 
Total number of set owners who want additional programs is 
25 or 54.347%. 
More than half the set owners in Pullman would like to 
see certain TV shows currently unavailable to them. Most 
people have specific programs in. mind r ather than general 
types of programs. There is an emphasis in the upper educa-
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·-
tional groups for · special events, children's show, top come-
dies and opera, while the middle and lower educational groups 
want more participation programs, panel and quiz shows. 
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TABLE 32 
WHAT HAPPENS WHEN EXPECTED PROGRAMS ARE NOT TELECAST 
"Have you ever tuned in for a particular program and found it 
wasn't on?" 
ED I ED II .ED III ED IV ED V Total Perc en t 
Yes 7 5 5 6 2 25 54.347 
No 9 7 3 2 21 45.652 
-
Total 16 12 . 8 8 2 46 Ioa. 1% 
Over half of the Pullman audience at some time has tuned 
in to see a particular program only to find it was n ot on. As 
seen in the next table (Table 33), the general reaction was dis-
appointment or indifference. Only in a few families(l2 percent) 
were there strong feelings over the loss of a program. 
TABLE 33 
REACTIONS WHEN EXPECTED PROGRAMS ARE NOT TELECAST 
•· 
Comments ED ' I ED II ED III ED IV ED V Tot.ai Percent 
"Disappointed" 2 3 3 3 1 12 , 
"Doesn't really 1 1 Q ~ 
matter" 
"Indifferent" 1 1 1 3 88% 
"Just another 1 1 
program" 
"Children -were 1 1 
,/ disappointed" 
nChildreri were 1 1 } violent" "Bothered me" 1 1 l <) c-1 t::.s70 
"Disgusted" 1 1 
Total 6 6 5 6 2 25 54.347%) 
Sub.iects 16 12 8 8 2 46 l Oo . cn 
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TABLE 34 
SET OWNERS WHO HAVE SEEN PROGRAMS CUT OFF I N PROGRESS 
' 
"Were you ever y;atching an i nteresting program when t he s t a t i on 
cut it off before completion?" 
' 
ED I ED II ED III ED IV ED V Tota l Percent 
Yes 5 7 7 6 2 27 58 . 695 
No 11 5 1 2 19 41 .304 
Tot al 16 12 8 8 2 46 1 00 . % 
TABLE 35 
REACTIONS TO SEEING PROGRAMS CUT OFF I N PROGRESS 
"What was your reaction'?" 
ED I ED II ED II I ED IV ED V Tot al Percent 
"Definitely 4 5 3 5 1 18 66 . 7 
disturbed" 
"Mild 
irritation" 1 2 3 
Tt Dis appoi nt- 1 1 1 3 
ment" 
"Res i gned 11 1 1 
"Depends on 1 1 
program" 
"Didn't care' 1 1 
Total 5 7 7 6 2 2 7 100.% 
Alt hough only 12 percent of the subjects wh o tuned i n for 
a specific program and found it was not being telecast reacted 
s trongly, t he situation is quite different i f s omething ha ppens 
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to interrupt a program that is already in progress. This has 
happened to nearly 60 percent of our s ample. Two-tlurds of 
them were "definitely disturbed" by the occurrence, and the 
remaining one-third had reactions ranging from mild irritation 
to indifference. 
TABLE 36 
PROGRAMS CUT OFF IN PROGRESS 
"Can you recall the program?" 
ED I ED II ED III ED IV ED V Total 
Championship 2 5 1 4 1 13 
fight 
Godfrey 1 3 2 6 
Break the Bank 1 1 1 3 
Can't recall 2 2 2 6 
Races 1 1 
A rather unusual circumstance must be taken into account 
in considering the high percentage (66 .7 percent) of strong 
reactions to programs being cut off in progress. During the 
time that this study was underway, the title boxing match be-
tween Archie Moore and Joey Maxim for the light heavyweight 
championship of the world was telecast live on channel 4. The 
fight was r .ough and exciting . and great was the interest among 
viewers when, in the crucial twelfth round, about 9:80 p.m. , 
the fight was cut off without warning and the program originally 
scheduled for 9:00 p.m. went on the air. The trouble, as later 
learned by the writer~ was in an m1fortunate misunderatru1ding 
of switching orders along the line. To the viewers,however, 
it looked as if the fight had been deliberately cut off to 
put on another sponsored program. The consequent uproar 
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amo1~ them was still quite evident weeks later and accounts 
for about 70 percent of the "definitely disturbed" reactions 
in Table 35. Despite this rather unique situation where feel-
ing ran unusually high, it seems apparent that audiences will 
be in a f ar better humor when they miss an entire program, 
rather than missing the remainder of one whi ch has engaged 
their interest. 
CHAPTER VII 
TELEVISION AND RADIO 
one of the most easily noted effects of television on 
people's habits is in what happens to their radio lis tening. 
Radio listening has been included in many studies as .a leisure 
time activity, but it is treated here seperately because in 
many families it is more of an accompaniment to other activi-
ties rather than being an entity in itself. Of course, to 
many busy people, this very characteristic of radio, that one 
can listen and still do other things, is one of radio's 
greatest virtues. It has also been the source of some mis-
givings about television. Many people wonder if TV will de-
mand their whole attention. As indicated in Chapter v, 
Pullman housewives among the sample, at least, have not found 
this to be so. 
Several researchers have found that television has 
caused a visible drop in radio listening, especially in the 
evening.l Our sample is no exception. 
Television has caused a drop in radio listening in over 
90 percent of the sample, irrespective of educational group. 
(See Table 37 on the next page.) 
1. Coffin, ££.cit., p.558., Riley, Cantiwell and Ruttiger, 
~.cit., pp.227-229. 
TABLE 37 
EFFECT OF TV ON AMOUNT OF RADIO LISTENING 
"Since you have had TV~ do you listen to the radio as much, 
more or less?tt 
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ED I ED II ED III ED IV ED V Total Percent 
Less 14 12 7 7 2 42 91. 304 
Same 1 1 1 3 6.521 
More 1 l 2 .173 
Total 16 12 8 8 2 46 100 .% 
It ., is interesting to note that one family now listens to 
t heir radio more than before TV~ instead of less as do the 
overwhelmi ng majority of viewers. However~ the explanation 
has nothing to do with television; the f amily ha s recently 
moved ··into Pullman and, though they are regular TV viewers , 
they like the pr og rams on the college radio st ation s o mu ch 
t hat their overall radio listening has risen. 
TABLE 38 
DEPENDENCY ON RADIO FOR SPECIAL SERVICES AND WHET HER 
TELEVISION HAS TAKEN OVER 
"Before you had TV, did . you depend on the r adio for any special 
service, such as news, weather or school reports?""If you 
s aid "yes", has television t aken aver r adio's pl ace in giving 
you this service?" 
DeQendenc::i on RadiQ Has Tele:2:1s1on I a~en 0:2:e~ 
ED I (16 families) 
~ NOD Badjo .B'amj J j es .Y.e.s.. .No. :eaz::tl~ 
News 12 2 8 2 
Weather 3 1 2 
School 3 3 
(Table continued on next page} 
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TABLE 38 - Continued 
D~~~ng~n~Y QD Rg~1o Has !~levisiQn Tak~n Qver 
ED II (12 families) 
Yes Non-Radio Families Yes No Partly News 7 (3)* 1 5 1 
Weather 3 3 ' 
School 2 2 
ED III (8 families) 
News 5 (Q)* 2 1 2 
Weather 3 2 1 
School 1 1 
ED IV (8 families) 
News 6 2 1 3 
Weather 2 1 1 
School 0 
ED V (8 families) 
News 2 1 1 
Weather 2 1 l 
School 2 1 1 
~fThe figures in the 11yes 11 column include at least one answer 
from each family, except for ED II and ED III. In ePch of 
these groups, three families are classified as "non-r.adio 
families" because of the negligible amount of listening. It 
is interesting, however, that one family from each of these 
groups is now getting most of its news and weat her reports 
from television. 
With few exception, Pullman TV owners are radio lis teners 
as well , and L~ the pa st have depended on radio for news, and, 
to a smaller extent, for weather and school report s . Now, 
25 percent of the radio news aud,ience and about 30 percent of 
the radio-weather audience have switched to television for 
these services. About one-fourth of each of these audiences 
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has switched partly to TV but still retain much of their radio 
listening habits as well. Radio has held the remaining set 
owners, about 50 percent of both the news and weather audience. 
TABLE 39 
COMPOSITE FIGURES FOR TABLE 08 
Degendenc;l Qn RadiQ .Has !~l~ViSiQn Taken Over 
(69.565%)* ll2 .N.Q. 
Partl;l 
News 32 8 (25~b ) 15 (46.8%) 9 (28.17{) 
\Veather 13 (28.260%) 4(30.8%) ( o: ) 6 41.1;<· 3 (23 .170 
School 8 (17.434%) 1(12.5%} ( , _ ~c."') 5 o(:;evJo 2 (255~ ) 
Percentages in this column are for total audience. 
Percente..ges in opposite columns are for individual a.udiences 
for each service . 
One would not expect to f i nd many people depending on 
television for school reports as these are usually broadcast in 
the early morning before TV statiOJ.!S are on the air. Yet of 
the eig.bt fa.milies who formerly depended on radio for such 
service, television had supplanted radio in one family and had 
partly done so in tvm families. All three families were re-
ferring to several mid-winter occasions when weather conditions 
were well established by midnight. Thus these late viewers 
received the school reports for the next day, eliminating the 
necessity to check the radio school reports at that time. 
Television seems to have taken over the former function of 
radio in supplying news in similar amount in each educa tional 
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group, but the figures for weather and school reports are too 
small to draw any conclusions. 
Theoretical choice between television and radio.--When 
asked to choose between radio and television, if they had to 
give one up, nea rly everyone smiled in amusement and then 
fro~ned reflectively. Apparently tpe choice is not as easy 
as it first seems. However, the vast majority of set owners 
in Pullman (71.7 percent) choose television. Only a very 
few (6.5 percent) . would give up TV in favor of radio. In a 
good many families the rea.ctions were mixed. In most of them 
the children wanted to keep television while the housewife 
preferred radio's . companionship during her busy working d·ay. 
Many of these women ind'icated tha t if they had more time to 
watch television the~ would choose their TV sets in f.s.vor 
of their radios. 
CHAPTER VIII 
EFFECTS OF TELEVISION ON LEISURE TIME ACTIVITIES 
Effect s of television on movie attendance.--About 40 per-
cent of the Pullman television audience are regular movie-
goers. Television has affected them more definitely than the 
irregular movie-goers. Regular viewers (those who were in the 
habit of attending once a week or more) report a sharp de-
crease in attendence since they have had TV. Many say TV has 
virtually eliminated all mov~e-going in the family, except 
for some children who still go occasionally. 
TABLE 40 
EFFECTS OF TELEVISION ON MOVIE ATTENDANCE 
11 Do you go to the movies, more, less, or about the same since 
you've had TV?" 
ED I ED II ED III ED IV ED V Total 
Regular movie-goer:: 
(once a week or 
more) 
Much less 7 5 1 , 4 2 19 
( 41.30456) 
Same 0 
Irregular movie-
·g_oers 
Somewhat less 5 4 7 1 17 
(36. 9567; ) 
Same 4 3 3 10 
(21. 7437~ ) 
Total 16 12 8 8 2 46 (1001~ ) 
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Most of the irregular movie-goers, generally people 
who nmke a habit of choosing movies beforehand and seeing 
only those shows, report that, since they have had television, 
they attend movies somewhat less frequently. About 37 per-
cent of- this group, however, report that TV has not affected 
their movie-going habits; they still go to see the shows 
they have been waiting to come to town. 
TABLE 41 
PREFERENCE FOR NEW MOVIES ON TELEVISION INSTEAD OF 
AT A THEATER 
"Would you like to see the latest movies at home rather than 
go to a theater?" 
ED I ED II ED III ED IV ED V Total Percent 
' -
. . 
Home ltl 9 6 7 2 38 82.608 
Theater 1 2 2 1 6 13.043 
Depends on 1 1 2 4. 347 
movie 
Total 16 12 8 8 2 46 :EOO.$ 
In light of the present fluid state of experimental 
home toll television and similar systems whereby the public 
can pay to see full-length, latest-release features on their 
home TV sets, it is interesting that 82 percent of the Pull-
man television audience says it would prefer to see new 
movies at home rather than go to a theater. This contradicts 
the findings of a psychological consulting firm in Los ftnge-
les which found, in a sample of set owner movie-goers and 
non-set owner movie-goers, a percentage ratio of approximately 
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80 percent to 20 percent preferred to watch a fe ature motion 
picture in the theater. It was thought that the larger screen, 
greater continuity of story present without stopping for com-
mercials, and the general surrounds of a theater give movies 
an advantage over Tv.l However, only 13 percent of the Pull man 
set owner movie-goers say they would prefer movies in a 
theater. Half of this group say it is because of • the bigger 
screen, and half (housewives) say it is their only ch2nce to 
get out of the house. On the other hand, the set owners who 
prefer movies at home seem to feel the ease and comfort of 
watching in their ovm living rooms more than compensates for 
the larger screen downtown and the lack of interruptions. Al-
most all these people are perfectly willing to pay the usual 
admission price to get the new movies at home.(See Table 42.) 
TABLE 42 
PAYING TO GET NEW FILMS ON HOME TELEVISION 
"Would you be willing to pay the ordinary admission price if 
you could get new films on TV?" 
ED I ED II ED III ED IV ED v Total Percent 
Yes 14 7 5 8 l 35 76.087 
No 2 4 3 l 10 21.743 
' Don tt knoVI 1 1 2.173 
Total 16 12 8 8 2 46 100.% 
1. Ward .r. Jenssen, 11The Effect of Television on the 
Motion Picture Industry" (unpublished study, Applied Psychology 
Associates, 6042 Second Avenue, Los Angeles 43, California), 
cited by .James D. Finn, QE..cit., p.llO. 
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Although over 80 percent of · the Pullman sample s ay they 
would like movies on home TV and are willing to pay for them, 
quite possibly the radio of responses would be somewhat differ-
ent if the question of a color movie was involved. Though this 
factor was not mentionned in the questionnaire, two f amilies 
said they would rather stay home for the average show but go 
to the theater for a movie in color. 
TABLE 43 
TELEVISION'S EFFECT ON HOME ENTERTAINING 
"Do you entertain your friends at home now as much as you used 
to?" 
~D I ED II ED III ED IV ED V Total Percent ' 
Same 14 10 6 6 1 37 80.434 
Less 1 2 1 1 5 10.869 
More 2 1 3 6.521 
•. 
Don't knov 1 1 2.,176 
-
Total 16 12 8 8 2 46 100.% 
TABLE 44 
TELEVISION'S EFFECT ON THE FORM OF HOME ENTERTAINMEI-J""T 
ED I ED II ED III ED IV ED V Total Percent 
No change 8 6 4 3 21 45.652 
Supplement a] 
"We watch 6 3 1 10 
special 
shows" 50. 
11 More TV" 1 3 2 6 
"Mostly TV' 1 2 1 2 1 7 
"Depends" 1 1 2 4. 347 
Total 16 12 8 8 2 46 100.% 
-
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TABLE 45 
EFFECT OF TEL~VISION ON VISITING FRIENDS 
"Do you go out to visit your friends as much as you used to?" 
ED I ED II ED III ED IV ED V Total Percent 
---
Yes 13. 8 5 5 1 32 69.565 
Less 3 4 3 3 1 14 30.4;34 
Total 16 12 8 8 2 46 100.% 
Television, reported in one study made in Southern Cali-
fornia to have increased home entertainment,2 has had the 
same effect in only a small percentage (6.5 percent) of Pull-
man TV homes, all in the two upper educational groups. Tele-
vision has not affected the amount of home entertaining done 
by the great majority (80 percent) of set owners. 
While television has had negligible effect on the amount 
of home entert a ining, it has had a definite supplementary ef-
fect on the type of entevtaining that does take place. When 
company comes, television provides part of the evening's activi-
ties among half the set owners. This supplementary effect 
is seen in all educational groups in similar ~ount. 
Television has cut down the .amount of outside visiting 
among 30 percient of the audience. However, TV cannot be held 
entirely responsible for tl~s, as small children are important 
limiting factors in many of the families. Nevertheless, without 
Eclward D. McDonag-h and Associates, nTelevision and the 
Family," Sociology and Social Research, x.xxV (1950), 113"'""122, 
cited by .Jame·s D. Finn, · .Qi.:ci~., p.llO 
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television, many of these people would be hiring baby sitters 
and spending more time outside the home. 
The overall trend in ?ullman is in the direction of de-
creased sociability, rather than in the direction of increased 
sociability, as reported occurring in one eastern city.~ 
However, within the family itself, television is stimulating 
conversation in the majority of all educational groups, and 
exercising an influence for increased f~ily unity, in that 
half the families seem more closely knit since they have had 
television. (See Tables 46 and 47.) 
TABLE 46 
TELEVISION AND FAMILY CONVERSATION 
"Do you feel that television has given your family more things 
to talk about?" 
ED I 
Yes 14 
No 2 
Total 16 
ED II ED III ED IV ED V 
9 7 7 1 
3 1 1 1 
12 8 8 2 
TABLE 47 
TELEVISION AND _FAMILY UNITY 
Total Percent 
38 82.608 
8 17.434 
46 100.% 
"Do you feel that your family is more closely knit due to TV?II 
ED I ED II ED III ED IV ED V Total Percent 
Yes 6 6 3 6 2 23 50. 
No 9 6 5 2 0 22 47.826 
Hard to say 1 1 2.173 
Tota l. 16 12 8 8 2 46 100.% 
3. Riley, Cantiwell and Ruttiger, op.cit.,p.223. 
TABLE 48 
EFFECT OF TELEVISION ON AUDI~~CE INTEREST IN 
SPORTS, MUSIC, DRAMA AND EDUCATION 
. . 
ED I ED II ED III ED IV ED v rrot al 
SPORTS ' 
Increased 4 2 3 4 1 14 
interest ; 
No eff ect 12. 10 5 4 1 32 
- - -
-
-
f- - - -
-
- - -
- - - --
- - - -
-
- -
Total 1,.6 12 ~ 8 _2 ~ti 
- - - - - r- - - - - - - -
-
- -
- - -
MUSIC 
Increased 3 1 2 3 0 9 
interest 
No effect 13 11 6 5 2 37 
-
- - - -
.... 
- - - - - -
- - - -
~ 
- - -
- - - - -
Total 16 12 8 8 2 46 
-
- - -
..., !-
- - - - - - - -
- -
- -
- - - - - -
DRAMA 
Increased 4 3 1 2 0 10 
interest 
No effect 12 9 7 6 2 36 
- - - -
- 1- - - - - - - - - - . - - - - - - - - -Total 16 12 8 8 2 46 
- - - - - 1- - - - - - - - - - - - - - - - - - - -
EDUCATION 
Increased 0 1 2 3 0 6 
interest 
No effect 16 ll 6 5 2 40 
- - - - -
1- - - - - _. . -:- - - - - - - - - - - - -
· Tot£il 16 12 8 8 2 46 
' 
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Percent 
3 0 . 434 
69 .565 
- - - - -
_lQO.!.%_ 
-
19 .565 
80.4?)4 
- - - - -
100.% 
- - - - -
21.743 
78.2t50 
- -
- - -
100 . 7~ 
-
- - - -
13.043 
86.956 
-
- - - -
1 00 .% 
Television has substantially increased audience interest 
in sports (by 30 percent), moderately increased interest in 
drama and music (by about 20 percent), and slightly increased 
interest L~ education (by 13 percent). 
TABLE 49 
EFFECT OF TELEVISION ON AMOUNT OF READING OF BOOKS, 
MAGAZINES AND NEWSPAPERS 
75 
ED I ED II ED III ED IV ED v Total Percent 
B.ooks: 
About the 4 5 3 3 2 17 36.956 
same 
Split l l l 3 6.521 
Less 9 5 4 3 21 45 . 652 
Almost . · 2 l 2 
none 
-
- -
-
- - - - - - - -
.... -
- -
- - - - - -
-
- -
-
- -
Total 16 12 8 8 2 46 lQO ~% 
- - -
- - - - - - - - - r - - - - - - - - - - - - -
Magazines: 
About the 7 5 3 4 2 21 45.652 
same 
Split l 1 1 3 6.521 
Less 6 5 4 4 19 41. 304 
Almost 2 1 3 6 .521 
none 
- - - - -
- - - - - r - - - - - - - - - - - - - - -
Total 16 12 8 8 2 46 l00. 7b 
- -
-- -
-
-
- - - -
- - - - - - - - -
- - - - - -
Newspapers 
About the 9 6 3 5 2 25 54. 347 
same 
Split 
.. 1 1 2 4 .34'1. 
Less 6 5 4 3 18 32 .130 
. 
Almost l 1 2.1'73 
none 
-
-
-
- - - - - - - r - - - - - - - - - - - - - - -
Tot al 16 12 8 8 2 46 100.% 
---------
~· 
Television cuts sharply into time formerly devoted to 
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reading. Fifty-six percent of the audience reads fewer books, 
47.9 percent read fe vv-er magazines and 41 percent read fewer 
newspapers. 
TABLE 50 
SET OW~ERS ~~0 SAW BOOKS OR PLAYS DRAMATIZED ON TELEVISION 
ED I ED II ED III ED IV ED V Total Percent 
Yes 11 7 4 3 0 25 54.347 
No 5 5 4 5 2 21 45.652 
Total 16 12 8 8 2 ' 46 lOO.J~ 
TABLE 51 
SET OV1NERS V'lliO WANTED TO READ THE ORIGINAL WORK AFTER SEEING 
IT DRAMATIZED ON TELEVISION 
· ED I ED II ED III ED IV ED V Total 
Yes 1 1 
No 3 2 1 6 
Had read originaJ 8 6 2 16 (64% 
Don't lmow 1 1 
Depends l l 
} 
Total 11 7 4 3 0 25 (100 %) 
In connection with television's effects on reading habits, 
it was interesting to see if television had stimulated rather 
than discouraged one form of reading. Over half the sample 
(54.3 percent) had seen books and/or plays dramatized on tele-
vision. They were asked if, after seeing the teleplay, they 
wanted to read the original. As .it turned out, nearly 64 per-
cent, from the upper educational groups, had already read the 
• 
originals, which, as can be seen below in Table 52, were 
chiefly well knovm works. Only one set owner, from a lower 
educational group, wanted to go to the original novel after 
seeing the teleplay. · Nearly one-fourth of' this group who 
had not read the original work, considered the teleplay 
quite adequate and satisfactory. On the basis of this data, 
it appears that set owners accept mo st television adaptations 
of books or plays without being stimulated to investigate 
the primary effort. 
TABLE 52 
RECALLED EXAMPLES OF BOOKS AND PLAYS DRAMATIZED ON 
TELEVISION 
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ED I - Alice in Wonderland, Of Mice and Men, Swiss Family 
'Robinson · 
ED II - Rip Van Winkle, Richard II, Life of J a ck London, 
And Then There Were None, Shakespeare 
ED III- None 
ED IV - John Marshall 's Trial, Shakespeare 
CHAPTER IX 
COMMERCIALS 
TABLE 53 
COMN~RCIALS OF FIRST RECALL 
"Let's consider commercials . Does any particular one come 
into your mind?" 
SEecific Commercials ED I ED II ED III ED IV ED V Total 
Hamm' s Beer 3 4 4 1 12 ( I 26J;; 
Raleigh Cigarettes 2 2 
Gillette Cavalcade l 1 
of Sports 
Godfrey l 1 
Muriel Cigars 1 1 
Alka Seltzer l 1 2 
Bab-o 1 1 1 3 
Washington Dairy 1 1 
Nalley Valley 1 1 
Crazy Sam l 1 
I Love Lucy 1 1 
commercials 
Ajax 1 1 
Bar dol 1 l 
Ivory Soap 1 1 
Railroad Hour 1 1 
commercials 
(Table continued on nex~ page; 
) 
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TABLE 53 Continued 
ED I ED II ED III ED IV ED V Total 
IGA 1 1 
---- ---- ·-- -- -- - - - - - - - - - - - - - -
General Commercials 
Beer ads 4 4 
Cigarette ads 1 1 
Cartoons 1 1 
None l 2 l 2 1 7 
other Reactions 
"Oh,those awful 1 1 
things" ' 
"Hate t em1" l 1 
Total number of 
set owners in 16 12 8 8 2 46 
survey 
.. 
About 85 percent of the audience had no trouble re-
calling a commercial the moment the question was asked. The 
great majority recalled specific rather than general commer-
cials. Hamm's Beer VIas the only commercial to get more than 
one mention - one fourth of the audience remembered it first 
and also considered it to be the cleverest commercial as well. 
At the time of this survey, the Hamm's Beer commercials were 
filmed spots. They were a slick blend of filmed outdoor scenes, 
superimposed moving beer bottles, animated singing animals, 
catchy music and rhymthic tom-toms which emphasized the general 
northwest atmosphere of refreshment and coolness. It is sus-
pected from personal observation that the special attraction in 
these commercials are the animals, especially the beavers, 
which have great appeal and humor and flit through the film 
just long enough to make people watch intently so as not to 
miss them. 
.TABLE 54 
CLEVEREST CO~ThffiRCIALS 
"As far as cleverness is concerned, which TV commercial do 
you consider the best?" 
80 
SEecific Commercials ED I ED II ED III ED IV ED V Total 
Hailli!l t s Beer 4 5 4 13 
Raleigh . Cigarettes 2 2 
Frosted Flakes(gnu) 1 1 
Gillette Bowl Game 1 1 
Pepsi Cola 1 1 
Muriel Cigars 1 1 
Pabst Beer 1 1 
Pet Milk(Disney) 1 1 
Gillette 1 1 2 
Nalley Valley 1 1 
Heidleberg Beer 1 1 
Mohawk Rugs 2 2 
Bardo1 1 1 
Koo1s 1 1 
Railroad Hour 1 1 
IGA 1 1 
Babo 1 1 
(Table continued on next page) 
81 
TABLE 54 - Continued 
General Commercials ED I ED II ED III ED IV ED V Total 
Beer ads 1 1 
Cartoons 1 2 . 3 
Hard to say 1 1 
None 2 3 1 2 1 9 
Total number of 16 12 8 8 2 46 
set mmer s in surv e~ 
-
TABLE 55 
WORST COMMERCIALS 
"Which TV commercial do you consider the worst?" 
-· 
.. 
··- . ~D I ED I I ED III ED IV ED V Total 
-
Specif'ic 
Commercials 
Lucky Strike and 1 1 
Ford (''so similar, 
they just balloon 
minor differences" 
Washirigton D~iry 1 1 ("annoying repeti-
tion) 
· Hazel Bishop ("high 1 1 
pitched female 
voice") 
0-Henry 1 1 
Koo1s("unpleasant" 1 1 
Crazy Sam("bi~ 2 1 3 
toothy grin" 
Spic n'Span ("untrue n) 
(Continued on next page J 
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TABLE 55 - Continued 
ED I ED II ED III ED IV ED V Total 
Vel ( 11don' t 
("lies") 
agree)! - 1 1 2 
General Commercial.s 
Cigarette ads 1 1 
Beer ads 1 1 
Car ads 1 1 
Bread ads 1 ] 
/28 
Ads in middle of 1 1 ~· 
program 
Overlong ad.s 3 1 4 
Boring ads 1 1 
Repetitious ads 1 1 1 3 
Don't know 8 4 3 4 2 21(45 6 c1) • 70 
All well done 1 1 .. 
Total number of 
16 12 8 8 2 46(10 set owners in 
survey 
Subj_ects were overwhelmingly s pecific in naming the 
commercials they like, but over half of thein generalize about 
the commercials they dislike. It is interesting to note here, 
that, of the commercials of first recall, most of them are 
liked rather than disliked commercials. 
The most prevelent generalized complaint is "repetition." 
This is, of course, a powerful and well-recognized tool in 
effective advertising. Most of the people who mentioned it 
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were fully aware Qf its use, but this knowledge did not soften 
their irritation. They seem to feel that there are so many 
examples of TV announcements which sell through positive values 
of cleverness and good taste that there is no reason why all 
commercials should not aim for the same standard. In other 
words, they have experienced the sensation of enjoying commer-
cials. And nearly 70 percent, the majority in all educational 
groups, have bought products due to TV advertising.(See 
Table 57.) 
Relative sales value of te.levision and radio adver-
tising.-All the viewers in the sample said they found TV ad-
vertising more effective than radio advertising. 
TABLE 56 
MOST CONVINCING TYPES OF TELEVISION CO~~iliRCIALS 
"What type of TV commercial .do you find most convincing: the 
personal demonstration; film with voice commentary; ru1imated 
cartoons; celebrity endorsement; still pictures with voice; 
blend of any of these{ underplayed type (Garry Moore); the 
kidding type (Godfrey J • n -
ED I ED II ED III ED IV ED V Total 
Animated cartoons lOi 6i ~ 2-i 1 24-t 
Demonstrations 2! 2 3 1 a.l. 
- 2 
Garry Moore(low 
pressure) 1 
1 1~ 31a 
Godfrey (kidding, 1 l li 2 
but not too much) 
Films 1! li 
Heidelberg singers ! .l. 2 
Variety of all 1 1 1 3 
Don't know 1 1 1 3 
Total 16 12 8 8 2 46 . 
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TABLE 57 
PRODUCTS BOUGHT BECAUSE OF TELEVISION ADVERTISING 
·-
ED I ED II ED III ED IV ED V Total 
Scouring powders 4 4 1 9 
Cereals 4 2 1 7 
Cosmetics 1 2 1 4 
Waxes,etc. 1 1 1 3 
Desserts 2 1 3 
Soaps,bleaches 1 1 2 
Toothpaste 1 1 2 
Gillette razor 1 1 
Milk 1 1 
Art course 1 1 
Wire recorder 1 1 
Meat thermometer 1 1 
Canned goods 1 1 
Gadget ~slicer 1 1 
Cooking pans 1 1 
Beer 1 1 
Cigarettes 1 1 
Can't recall 1 1 2 
Total 11 11 8 10 2 42 
The majori.ty (67.4 percent) of the Pullman sample has 
bought a wide variety of products because of TV advertising. 
Over one-half the audi.ence finds cartoons are · the most con-
vincing type of commercial, while an additional 17 percent 
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rind demonstrations are most convincing. Other types of ad-
vertisements have few, if any, supporters. 
TABLE 58 
TV ADVERTISING ~~D BUYING PRODUCTS 
"Have you ever bought any products because of TV advertising?" 
ED I ED II ED III ED IV ED V Total Percent 
Yes lQ 8 7 5 1 31. 67.434 
No 6 4 1 3 1 15 32.608 
Total 16 12 8 8 2 46 100.% 
TABL,E 59 
SET OVlliERS \¥HO REMEMBE~ ADVERTISING ~ffiTHOD 
(If you bought a product due to TV advertising) "Do you recall 
how it was advertised?" · 
ED I · ED II ED III ED IV ED V Total Percent 
Yes 4 6 
-
2 6 18 45. 
No 7 5 5 4 1 22 55. 
Number of 11 11 7 10 1 40 100 . % products 
TABLE 60 
HOW PRODUCT S WERE ADVERTISED 
ED I ED II ED III ED IV ED V Total 
.. 
Cartoons 2 3 2 7 
Demonstratlons 2 3 2 3 10 
Singing group 1 1 
Total 4 6 2 6 0 18 
86 
An attempt was made to find out if the opinions held by 
the majority of the sample that cartoons and demonstrations 
are the most effective type of TV advertising would be con-
firmed by the recall of advertising methods used in the actual 
purchase of TV advertised products. Of the 40 types of pro-
ducts which had been bought, advertising methods were recalled 
in 45 percent of the cases. Undoubtedly this percentage would 
be much higher if the interviewees (mostly housewives) had 
seen all the commercials responsible for the purchases. How-
ever, products like desserts and cereals were often bought 
at the instigation of children who were the ones to see and 
be influenced by the commercial. 
Of the 45 percent of products where advertising methods 
were remembered, cartoons and demonstrations account for all 
save one. Demonstrations predominate slightly over cartoons. 
This probably reflects the large percentage of housewife re-
spondents whose inte·rests and responsibilities make them a 
natural audience for demonstration type advertising. 
TABLE 61 
VIEWERS WHO HAVE BOUGHT PRODUCTS BECAUSE OF RADIO ADVERTISING 
ED I ED II- ED III ED IV ED V Total Percent 
Yes: 
Also TV buyers 4 2 3 2 1 12 26.087 
Not TV buyers 2 2 4.347 
No 7 6 2 3 1 19 41.304 
Can't recall 3 4 3 3 13 28.260 
Total 16 12 8 8 2 46 p.oo.% 
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Nearly 70 percent of the Pullman audience has bought pro-
ducts due to TV advertising, but only 30 percent remember 
having been so influenced by radio advertising. The number 
of people who say they have been influenced by neither medium 
compares fairly closely (32 percent to 41 percent). There is 
a marked difference in recall value for both types of adver-
tising. Everyone was well aware if TV advertising had caused 
a purchase , whereas 28 percent could not remember if radio 
had done so. These figures are merely interesting in them-
selves - and one cannot generalize too much on them except to 
say that people seem acutely conscious if they decide to buy 
a product because of TV advertising. On the other hand, 
there are so many subliminal factors operating in the choice 
of products that even if radio had been the clinching in-
fluence, many people might not know it. 
TABLE 62 
AUDIENCE OPINIONS OF TV COMMERCIALS IN GENERAL 
ED I ED II F~D III ED IV ED V Toto.1 
Critical Feelings 
"N,cessary to get 
programs; part of 
TV; price you have 6 2 4 3 15 
to pay; grin and 
bear tlm" 
"Too long-keep down 2 l 3 
to a minute" 
"Cut in too much, l l 2 
shouldn't interrupt 
a program" 
{Table continued on next page) 
• TABLE 62 - Continued 
' ED I ED II ED III ED IV 
-
"Too many in some 2 1 
programs" 
"Indifferent; don't 
pay much attention; 5 1 2 2 
don't bother me" 
'~Hate 'eml" 1 
Feelings of Approval 
''All pretty good; 
getting better; 2 1 little room for 
improvement" 
"Good thing ; saves 1 1 
shopping" 
"Enjoy clever ones" 1 1 
,,More interesting 1 
than r adio" 
Didn't want to say 2 
-
Total . 
--
16 12 8 8 
Percentages: Critical feelings - - 54.343% 
Approval feelin€S - - 19.562% 
Didn't want to say 6.521% 
100.% 
ED V Total 
3 
10 
1 
1 4 
2 
2 
1 
1 3 
2 46 
As can be seen in the above table, subjects in general 
accept TV advertising more or less as the price they have to 
pay to get the programs. This by no means implies that the 
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commercials are viewed with any great enthusiasm. Many people. 
have easily cultivated an ability to "turn off · their minds 11 
or go out of the room or have developed other methods of 
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avoiding a good part of TVts commercial messages. As might be 
expected, a few individuals heartily dislike commercials in 
any form and especially resent them interrupting a program. 
On the other hand, a similar number of people have a more posi-
tive attitude, enjoying the clever announcements and finding 
some of them useful in shopping. 
It seems apparent that, despite occasional violations of 
good taste, the television industry has done a generally good 
job in presenting their sales messages in the Pullman market. 
No doubt they have learned much from radio advertising, and, 
in their turn, the audience has doubtlessly been conditioned 
by radio to accept commercials as one of the facts of life. 
Yet there is not so much a passive attitude among the set 
owners as an intelligent awarenes s of television as big busi-
ness and an appreciation for the programs thus made available 
to them. 
CHAPTER X 
CHILDREN AND TELEVISION 
Concentration of interest in this chapter.--This chapter 
is most concerned with the effects of television on the high 
school, elementary and pre-school age groups. For this reason, 
and also because the three college students who fell within 
the survey have been too busy with school to watch much TV, 
the tables subsequent to Table 63 represent the reactions of 
the rest of the children - a total of 73 children from 35 faro-
ilies. 
TABLE 63 
AGES AND NUMBER OF CHILDREN AMONG SURVEYED FM!ILIES 
EDI ED II ED III ED IV ED V Total 
High School 1 1 1 4 7 
(age 13 and over) 
Elementary School 20 12 3 4 3 42 
(age 6 and over) 
Pre-School 9 6 5 2 22 
Infants 2 2 
College 1 1* 1 3 
Total number children 31 22 8 8 7 76 
Total number families 15 10 5 4 2 36 
*only child 
It was noticed during the survey that the chi.ldren in 
most families tended to react similarly to television. For 
example, in one family where the children ranged in ages from 
pre-school to high-school, they all stayed home more since 
television. Therefore, for convenience, the tabulations in 
this chapter are made by families, rather than by individual 
children. Exceptions -are noted when necessary. 
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Number of hours children spend viewing _TV.--Pullman child-
ren spend from one hour to six hours daily watching television, 
with similar variance in each educational group. The average 
number of hours, similar at all age levels, is 2.75 hours a 
day during the week. This average viewing time is similar to 
that found for weekday viewing by .Eleanor E. Maccoby in Cam-
bridge, .Massachusetts (2.4 hours), except that she also found 
a tendency for the children of people in the highest socio-
economic level to spend a little less time viewing TV.l 
Favorite viewing ~ays.--Children in over three-fourths 
(7'7.1 percent) of Pullman TV families like to watch television 
every day and have no s pecific favorite viewing days. The other 
children preferred the weekend programs, although they liked 
the wee~ay programs,too. Some of these children more or less 
had a forced preference for the weekends, since to varying de-
grees their parents restricted the amount of weekday viewing. 
In one f amily, the children were allowed to watch TV one week-
day night only, a rule which occasioned much lively debate as 
1. Eleanor E. Maccoby, "Television: Its Impact on School 
Children," The Public Opinion_ Quarterly, XV (Fall, 1951), 423. 
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to which night to pick. This regulation had nothing to do 
with homework or bedtime, as might be supposed. The family was 
simply trying to get the basement of their home finished and 
required the help of all four husky youngsters! 
Pr~ram tastes.--,A.ll the children, except the infants, had 
definite likes and dislikes in TV shows. In general, program 
discrimination started to appear as early as age three, and 
were pronounced by age four. Below age three, the children 
would watch almost anything for short periods. Many of the 
toddlers at age two have favorite commercials which they can 
easily identify, even when out of the room, and whi:qb- they 
usually run in to watch. 
TABLE 64 
PARENTAL RESTRICTION OF TOTAL -VIEWING .TIME (73 children) 
. 
ED I .ED II ED III ED I.V EDV 'Total Percent 
No Restrictions 10 5 1 3 1 20 57.1 
Set Time Limitl: 5 4 4 1 1 15 42.9 
in Family 
Number of 15 9 ~ 4 2 35 100.% Families 
TABLE- 65 
PARENTAL INFLUENCE ON PROGRAM SELECTION 
~D I ED II ED III ' ED IV ED V Total Percent 
No interfer ence 13 8 5 4 2 32 91.4 
I 
Limited 2 1 3 8.6 
interference 
Number of 15 9 5 4 2 35 100.% 
Families 
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TABLE 66 
PARENTAL ENCOURAGE1ffiNT TO WATCH CERTAIN PROGR1\MS 
ED I ED II ED III ED IV ED V Total Percent 
Yes 9 3 1 13 37.1 
No 6 6 4 4 2 22 62~ ·9 
Total number 15 9 5 4 2 35 100.% of families 
Vfuile about 40 percent of the children, mostly in the very 
young and pre-school age groups, are restricted in the time 
they spend watching television, well over half the children are 
allowed to watch as much as they like. Contrary to implying 
a laissez-faire attitude on the part of the parents, most of 
the mothers explained that, contrary to their own apprehen-
sions about TV monopolizing too much of their children's time, 
the normal limiting factors of school, meals and bedtimes have 
left only a certain amount of time available for the children 
to watch TV. Of this free time, the children have done a good 
job in regulating themselves, so that parental interference 
has not been necessary. Of course, in some families when the 
TV set was new, the cluldren spend an inordinate amount of 
~ime in front of it, accoring to their mothers. One mother said, 
"I left them alone and the novelty wore off in about two weeks. 
It would have been much longer if I'd interfered." 
PUllman parents exercise very little control over the pro-
grams viewed by their children. Nearly all the children are 
allowed to choose their ovm programs. In the few cases (8.6 percent) 
where parents do interfere, it is to restrain their children 
from watching only a few shows of all the ones available to 
them •. 
Many more parents encourage, rather than discourage, their 
children to watch certain programs. Th:i:s is particularly 
noticeable in the top educational group. Such parental re-
commendations include music, educational programs, and child-
ren's 'shows. 
In regard .to parental control over the types of programs 
viewed by their children, it was interesting to see if any 
parents would bring up the subject of mystery and crime shows 
on TV. There is no doubt that the wide publicity given to the 
subject of the quality and amount of violence and mayhem avail-
able to children on TV and the speculations about possible 
resulting psychological disturbances have caused concern to 
many conscientious Pullman parents. However, no direct question 
on this topic was askeq . for several reasons. There was ample 
opportunity in other more general questions for parents to 
mention it themselves if they so desired. ~he writer was par-
ticularly interested to see if this would occur. In connection 
with this, about eight of the mothers brought up a highly in-
teresting point. 
The jist of their remarks is that they do not have to 
police their children's choice ·of programs because they have 
found that the children themselves deliberately avoid the pro-
grams that scare them. One mother put it another way by saying 
her children like the programs that are good for them. Most 
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of the mothers do not consider the cowboy shows and space pro-- -
grams harmful; what does concern them are programs that have 
hard emotional impact (some of them mentioned Dra~uet) and pro-
grams with adult themes that are treated in an adult manner. 
(In Pullman, of course, due to the time difference, children 
can see such shovvs early in the evening before they have to go 
to bed: Studio One comes on at _7:00 p.m. and Badge 714 also 
is programmed at that hour). 
Undoubtedly, if the children insisted on watching these 
programs the parents would prevent it, but they _ children them-
selves either make sure the TV set is not tuned in a second 
time to a show that has upset them, or are not particularly in-
terested in questionnable programs. ~~at is the origin of this 
healthy self-protective tendency among these children? A se-
cure and wholesome family life surely has a lot to do with it. 
As one mother said, "Itve trained my children not to be easily 
scared - they don't 1get' deep dramas or .scary programs - they 
think they're silly or boring and switch to the kind of pro-
grams we want them to watch, without any interference from me." · 
In summary, while over 40 percent of the families find it 
necessary to limit the amo~t of viewing done by their children, 
only 8.6 percent exercise occasional control over the specific 
programs watched by their children, and 37.1 percent urge their 
children to watch some programs. 
Favorite programs.--The educational group to which the 
children belong has little influence on their favorite programs. 
All the pre-school children liked the children's shows, Super 
Circus, Howdy Doody, anin1al programs and westerns. From age · 
eight and over the favorites are talent shows, entertaining 
musical shows and national hits like I Love Lucy, Mt Little 
Margie, and 1 Married Joan. Mysteries made a poor showing, 
though Dragnet is popular from age ten and up. There is con-
siderable overlapping, of course, but the outstanding favo-
rite in all age groups is ·· the · cowboy movie. 
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Effect of television on favorite radio programs.--Almost 
three-fourths of the children have given up their radio favo-
rites since getting TV. The children who hav.e remained loyal 
to their radi.o favorites, either partia~ly or completely, range 
in age from six to sixteen~ · Tpis is one of the few instances 
where all the children in a ' family did not act alike - one 
child might continue to listen to the radio while his brothers 
and sisters switched completely to television. 
The programs that have held the interest of these child-
ren are: Roy Rogers, with three mentions in the six to eleven 
age group; music, with three mentions in the pre-school group; 
Sergeant Preston, Bis; l2!! and Sparkie,. Record Man, Fibber McGee, 
and Father Knows .~ scattered among ages six to twelve.-
Dragnet, Groucho Marx and The Life of Riley have held the in-
terest of one out of seven high school children. 
, 
• 
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TABLE 67 
EFFECT OF TELEVISION ON MEALTIMES 
ED I ED II ED III ED IV ED V Total Percent 
No Effect (TV set 
usually turned 
7 4 2 1 1 .-15 42.9 
off, children 
come to regular 
meals 
No Effect Now 5 2 7 20. 
tdisruptive-
effect at first) 
Detrimental(solved 2 1 1 
by TV trays, 
3 1 8 22. 8 
swinging set about . 
rearranging room) 
-
-
Varies (children 1 . 2 2 . 5 14.2 
allowed to watch 
during supper on 
<" 
special occasions) 
I 
Number of Familie:: 1!;> 9 5 4 2 35 100.% 
- -
Over 40 percent of ·Pullman's TV families have no mealtime 
television problems because, in most cases, normal pre-TV meal-
time procedures were maintained from the beginning of TV o~ner­
ship. The remaining 60 -percent report vario~s degrees of dis-
ruptive influence. In 20 percent of these families, pre-TV 
mealtime routines have been firmly re-instated. (This period 
of adjustment was l1astened in most cases by the parents taking 
a firm stand , or as one mother said, "putting my foot down. 11 ) 
over one-third of the mothers permit the children to eat 
and watch TV, either every nigh or on some occasions . In most 
of thes e families, major changes in mealtime format has been 
involved, including TV trays, rotating sets, or rearrangement 
of the living room so the set could be seen froro the dining 
room. It is felt that some of the mothers do not completely 
approve of these innovations, but nevertheless are allowing 
them to continue. 
TABLE 68 
EFFECT OF TELEVISION ON BEDTIMES 
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ED I ED II ED III ED IV ED V ',['otal 'Percent 
' Not affected 8 7 3 2 20 57.1 
Not affected 2 1 1 2 6 17.£ 
now 
• ' 
Later 2 1 1 4 11.4 
Varies 2 1 1 4 11.4 
Hard to get 1 1 2.9 
to bed ·-
Number of 15 9 5 4 2 35 100.% 
Families 
Television has caused less of a bedtime problem than a 
mealtime problem, probably because parents have been fairly 
insistent in the past that their children observe regular bed-
times. Again, as with mealtimes, routine in a moderately 
sized group of families (17.2 percent) had been disrupted but 
has been brought back to normal. At the present time, about 
one-fourth of the mothers report definitely later bedtimes in 
effect, either practically every night or occasionally when 
the children are allowed to stay up for special programs. Only 
one real "bedtime problem" was reported,. 
TABLE 69 
EFFECT OF TELEVISION ON CHILDREN STAYING HOME MORE 
lED I E:D II ED III ED IV ED V Total Percent 
Stay home 8 5 4 4 n 23 65.8 G 
more 
Stayed home 5 4 1 10 28.6 
more at firsi' 
not now 
Split effect p.t- 1 2.8 
Hard to say l*~ 1 2.8 
Number of 15 9 5 4 2 35 loo.r& 
Families 
*Only the youngest child in the family stays home more. 
-:1-~ imid child • 
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It was not particularly easy in some families to estimate 
accurately whether children were staying home more and spend-
ing less time in active play because of the direct in fluence 
of TV. In some families, the television set arrived simul-
taneously with winter, when children normally spend more time 
at home and less time in active play. Nevertheless, 65 percent 
of the mothers feel that TV is keeping the children horne more. 
Over one-fourth of the mothers report that this effect took 
place when the set was new, but has since worn off and the 
children now spend about the same amount of time at home as 
before. 
About 30 percent of the mothers say that the children 
spend less time in active play since TV, but again, in many 
cases, the weather was a complica ting factor. A number of the 
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mothers noticed that as the weather improved (winter ended, 
spring arrived and came into full bloom during this study) the 
children abandoned TV in favor of playing outside. It generally 
took a special program to bring them indoors. Usually they 
came in at suppertime, seldom before, and the time spent in 
watching TV was time they normally spent in quiet vursuits. 
Many of the mothers expressed satisfaction about this quieting 
effect of TV follov.ring supyer, feeling it vms good for the 
children to be relatively still after a hard day's play. For 
some of the mothers whose children tended to rough-house after 
supper, TV, of course, was a pleasant relief, and considered 
good for the children as well. No attempt was made in this 
study to determine the exact percentages and types of former 
activities taking place around suppertime which TV has now re-
placed in most homes. 
TABLE 70 
HOW THE ENDORSEMENT OF A TELEVISION HERO AFFECTS CHILDREN 
ED I ED II ED III ED IV ED V Total Percent 
Moderately 9 4 3 3 1 20 57.1 
affected* 
Very stro~ly 3 5 1 9 25.7 
affected* 
Not affected* ~3 1 1 1 6 17.2 
Number of' 15 9 5 4 2 35 100.% Families 
* Most of the cr~ldren have urged parents to buy some items 
advertised by TV hero. 
** Children have urged parents to buy many items. 
-~~* Children have not asked parents to buy any items. 
• 
Yes 
No 
TABLE 71 
DISTRIBUTION OF CHILDREN WHO HAVE URGED THEIR PARENT S TO 
BUY PRODUCTS BECAUSE OF TELEVISION ADVERTISING 
ED I ED II ED Ill ED IV ED V Total Percent 
12 9 4 2 1 28 80. 
3 0 1 2 1 7 20. 
Total 15 9 5 4 2 35 100.% 
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About 80 percent of the children from all educa tional 
groups are positively influenced by both the personal endorse-
ment of pr"Oducts by television heroes and by general TV ad-
vertising. Most of the children (57.1 percent) have urged 
their parents to buy some items and an additional one-fourth 
have wanted parents to buy many products endorsed by TV heroes . 
None of the mothers had noticed that their children were more 
suseptible to TV hero advertising than general TV advertising. 
Children are decidedly affected by many kinds of commercials 
that catch their attention and interest. 
TABLE 72 
EFFECT OF TELEVISION ON CHILDREN' S SCHOOLWORK 
ED I ED II ED III ED . IV ED V Total Percent 
. -
No children 2 3 2 7 20. 
in school 
Not affected 8 4 3 4 2 21 60. 
Detrimental 2 1 3 8.6 
Helpful 3 1 4 11.4 
Tota l number 
15 9 5 4 2 35 !Ji' of families 100 . 1a 
• 
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Only a small percentage of families~ in the two top educa-
tional groups~ have found that TV has noticeably affected their 
children's schoolwork so far. In that their children are not 
reading as much as before~ 8.6 percent of the mothers consider~ 
ed television harmful to schoolwork. On the other hand a 
slightly larger group of mothers (11.4 percent) thinks TV is 
definitely helpful in schoolwork because the children have seen 
many things on TV that they hear about in school; they pick 
up a lot of miscellaneous information via the panel and quiz 
programs; and their general attitude toward learning has been 
stimulated. 
Comparison of the educational value of TV and radio. --
Opinion of the parents is unanimous that the educational impact 
of television on their children has been greater than that of 
radio. 
TABLE 73 
GREATEST BENEFITS OF TELEVISION TO CHILDREN 
ED I ED II ED III ED IV ED v Total Percent 
Mostly enter- 7 1 1 9 25.7 
tainment 
Education and 5 3 1 3 12 34.5 
entertainment 
Education 2 2 4 .11.4 
Closer family 1 1 1 3 8.6 
life 
Keeps minds busy; 2 3 5 14.2 
good habits, 
soothing 
None; health 1 1 2 5.6 
Total number 15 9 5 4 2 35 100.% 
families 
TABLE 74 
EDUCATIONAL VALUE OF TELEVISION 
ED I ED II ED III ED IV ED V 
Positive 10 9 4 3 1 
Nentral 5 1 1 1 
. {more enter-
t ainment than 
anything else) 
Negative 
No Comments 
-
Number of 15 9 5 4 2 
families 
Number of 30 21 8 7 7 
children (pre-
school through 
hi gh school) 
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Total Percent 
27 77.1 
8 22 .8 
0 
0 
-
35 100.% 
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Comments of parents regarding educat i on value of TV for 
their children.~-(ages of children follow the comment of each 
parent). 
ED I 
1) n ••• greater interest in history .. " (10) 
2) "Puts child ment ally above his age group." (3 ) 
3) "They have seen things tbey wouldn't ordinarily see ••• 
increased their news consciousness." (6, 11, 16 ) 
4) " ••• created an interest in drama, wildlife appreci-
ation.'' (10) 
5) " ••• educational value in seeing t h e world ••• better 
knowledge of geography." (6, 10) 
6) " ••• great help in learning to read ••• benefit from 
animal programs." (8) 
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7) " ••• exposes her to a variety of entert ainment and ed-
ucational programs ••• has enjoyed live sports since 
we got television ••• increased interest in dancing 
and books." (10) 
8) "Puts their minds to work •.•• learned much about animals 
and intensified religious feeling." (3, 5, 6t) 
9) " ••• nature study ••• " (6, 7) 
10) -~ ••• ~o~e educational value in that she learns new 
things·" (10) 
11) " ••• lots about animals and learned many 'things from 
Mr. Wizard." (9, 10., 12) 
12) " ••• greater interest in history, especially from pro-
grams like You Are There ••• ~qreased political con-
sciousness from s eeing President talking ••• 11 (5, 8, 12) 
ED II 
1) " ••• they learn a lot from the quiz programs, watching 
and observing t alent programs." (6, 10, 12) 
2) " ••• everything they see is educational." (8, 10, 12, 14 ) 
3) " ••• more knowledge of geography, world history and 
religion." (3, 7) 
4) " .... kids are more nevfs conscious ••• see the good and 
the bad ••• wide v.i,ews of many matters ••• have learned a 
Tot about things they wouldn't ever see." (6 ~ 8, 9 ) 
5) " ••• marked educational value." (4!) 
6) " ••• learned a lot, especially about animals." {9) 
7) " .... mEtrked educational value, especial ly in history, 
religion, geography and travel." (9) 
8) " ••• increased vocabulary." (4) 
9) " ••• increased vocabulary." (6) 
ED III 
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1) " ••• seen things they would never see til they were much 
older. n (2, 3) 
2) n ••• my two year old learned about dogs ••• it's hard to 
say about the four year old ••• " (2, 4} 
3) " ••• learned a lot about good behavior." (2, 11) 
4) " ••• has very active mind ••• stimulated by television."(lO) 
ED IV 
1) " ••• learned a lot·" (8) 
2) n ••• le--arned a lot about classics." (16) 
3) " ••• learned a lot." (6, 8) 
ED V 
1) " ••• animal programs ••• whole family- has learned -a lot."(8) 
Drawbacks of television in regard to children: 
ED I 
1) - "We bave to turn the set off so the kids will eat." 
_ (pre-school) 
2) " ••• piano practice suf!'ers. '' 
3) " ••• retarded reading incentive, though --older b_oy is 
. going back to reading." 
4} " ••• hard on bedtime 
ED II 
1) " ••• makes bedtimes harder." 
2) " ••• exposes them to mysterie#s and violence." 
3} " ••• occasional fights in family about which program to 
watch." 
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There· were no complaints in ED III, · ED IV or ED V. 
It is the writer's opinion that the television families 
interviewed for this study represent a grou,p o~ people who a:J;'\e 
uncorainonly concerned vrith the welfare of their children • .More-
over, many of these parents have the educational background to 
be aware of the various social stimuli affecting their child-
ren and the interest to watch and analyze its effects. It was 
apparent during the survey that one qf the many current stim-
uli occupying the parental mind was television. This was ob-
vious from the many spontaneous remarks from both mother s and 
fathers; spe-cific comments which revealed considera-ble ·previous 
thought and observation, and the- general degree of interest in 
the subject as personified by the questionnaire and the study 
as a whole. 
Some of the parents had heard a lot about the su~posedly 
bad effects of. t~l.evision and others did not particularly want 
to get TV in · the first place. But now that they have had it 
and lived with it and guaged its influence on the entire family, 
all are glad they have TV. Their general attitude cannot be 
called wildly enthusiastic nor is it passiv~. Rather, their 
outlook is more balanced and is one which recognized both ad-
vantages and disadvantages within individual families. 
So far in Pullman the advantages of TV far outweigh any 
drawbacks for at least two reasons: (1) the much publicized 
opportunity for children to absorb too much questiormable en-
tertainment simply has not come about. For the present at least, 
many of the children are just not interested in such programs 
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or protect themselves by refusing to watch shows that bother 
them; (2) a strong tendency on the part of the parents to main-
tain family rules to such a degree that TV stays in its place 
and the easily developed bedtime and mealtime problems are 
curbed. (The impression the writer got in many homes was that 
greater care had to be taken with the younger children rather 
than the older ones in keeping TV from occupying too much of 
their time.) Besides these points, some credit is undoubtedly 
due the Spokane stations- in setting their program schedules 
with a family-type audience in mind. However, any discussion 
of the individual schedules is beyond the scope of this report. 
Another attribute of Pullman's TV parents which probably 
contributes to their balanced opinion of television is their 
generally realistic view of the broadcastin~g industry. There is 
a pretty good understanding of the necessity for TV advertis ing, 
for example. The prevelant feeling is that TV commercials are 
a small price to pay for the programs. 
Although the parents like television best for its enter-
t a inment values, 77 percent are outspoken on behalf of TV's ed-
ucational values for t heir children. It i s especially inter-
esting that the greatest number and the · ~lost pertiment remarks 
come from the two top educational groups, which one might suppose 
would tend to be most critical. In this segment of the audience 
there are twelve professional educators, incl uding five Do~tors 
of Philosophy on the college faculty. (The scholastic reti'cence, 
• upon the right a pproach, seems to melt into flowing and rele-
vant comments that the industry coul d well heed and thereby profi t. } 
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To a few parents, (8.6 percent) television's outstm1ding 
contribution lies not in education or entertainment but in a 
closer family life. They do not mean simply that the whole 
f ami ly sits together in the living room watching TV; they mean 
that a dis tinctly gre ~ter intercommunication and war mer f amily 
spirit has developed as a result of televis ion. Actually, in 
all these fami l ies, TV is the only thing other than meals that 
brings the entir e family together at one time,. and had in fact 
been purchased with that hoped-for effect in mind. 
In contrast to the l arge number of favorable comments, 
comparatively few parents could think of many drawbacks to 
having television. One fifth of the mothers, all in t h e two 
upper educational groups, mentioned some disadvantages in their 
f amilies. However, their overall opinion of television was 
f avorable. 
CHAPI'ER XI 
SUMMARY AND CONCLUSIONS 
The major findings of this study may be summarized as 
follows: 
1) Ownership of television in _Pullman is concentrated 
in family groups with young children. A small group of middle-
aged _ couples with no children at home and retired persons 
also own sets. 
2) ownership of television is related more to educational 
status than economic status: 60 percent of the audience comes 
from the top educational groups, with very few set owneiis in 
the below-high scr~qol educational group. One-fourth of the set 
. I . 
owners are on the faculty of the State College of Washington 
and a.t:l .additional one-fourth are connected with the college as 
staff or students. The rest of the audience is dominated by 
professional and b~sinessmen. 
3) The :upper educational groups not only dominate the TV 
audience but lead in the acquisition of sets, though TV ovmer-
ship is alrea9y ~eeoming more widely dispersed among the educ-
ational groups. 
4) Subjects buy TV sets for a variety of reasons, but 
mainly to · get -cheap home ent-ertainment, satisfy their children 
and help out with m~dical or health problems. Despite the fact 
I 
r! {I 
• 
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that not everyone was particularly anxious to get television, 
once they had the set ror awhile, over tt~ee-quarters of the 
set ovmers became regular viewers a.nd tend to remain so regard-
less of how long they have had TV. 
5) Nearly all set ovmers keep track of daily prQgram 
schedules though they may not always turn on their sets • . Nearly 
three-fourths of the aud±ence .has a particular program in mind 
when the set is turned on, while the remaining one-fourth turn 
on their sets automatically, usually in the early evening,much 
as radios are turned on in many homes. Nearly everyone leaves 
the set on for general entertainment after they see favorite 
programs. 
o) Nearly ?O _percent of Pullman women regularly combine 
other activities, including handiwork and ironing, with watching 
television. 
7) Straight entertainment is the most popular fare among 
families. Sports · and comedy rate highest, followed by drama, 
music, mysteries and documentaries. 
8) The Pullman audience is generally pleased with the variety 
of programs available to them. Nearly 70 percent had one or two 
complaints and 50 percent could think of progr&ms they would 
like to see, but the predominant feeling is one of satisfaction 
and money well spent. 
9) Nearly all set owners listen less to the radio. There 
has been a considerable shift in preference for news and music 
from radio to TV, but ~0 percent of the audience still prefers 
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_radio news because they feel it is more complete. In families 
who ha:ve depended. on radio" t'qr news 7 weather and school re-
•· \. . ports, TV hEi's ·· taken over" to a very' mo'd,erat-e degree. Most people 
use both r iadiio and television for these special service;s. 
When it -comes to -a choice -between radio and televis ion, over 
70 -percent cboose TV. 
11) lfhe audience will generally accept the loss of an en-
tire program more philosophically than one whi ch is cut off 
the air in progress because- of poor timing or other controllable 
element in production. 
12) TV has reduced the amount of time former l y s pent in 
various leisure time ~ctivities. It has cut markedly into the 
attendance of regular movie-goers 7 but only mildly into that 
of infrequent movie goers. Reading has suffered; 55 percent 
read fewer books 7 48 percent read fewer magazines and 41 percent 
read fewer newspapers. Seeing teleplays of books and plays 
has not stimulated reading of the originals in Pullman as most 
people have either already read the originals or consider the 
teleplay as an adequate presentation. 
13) Pullman set owners would like to see new movies on 
TV instead of in a theater and are willing to pay for such 
service. 
14) Television has left the amount of home entertaining 
unchanged in 80 percent of the homes, but has had a strong 
supplementary effect on the evening' s enterta inment in over 
half the homes. At the same time, TV is a strong contributing 
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reason why 30 percent of the audience stays home more. The over-
all eff'ect is toward decreased sociability. 
15) TV has sparked family conversation in over 80 percent 
of the families _and is definitely successful in drav,r ing fami-
lies together in a positive inter-active way in 50 percent of 
the homes. 
16) TV has moderately increased audience li1terest in 
sports, music, drama and education. 
17) Pullman set owners are cognizant of television as a 
commercial enterprise and consider commercials a small price 
to pay to get the programs. A moderate number (nearly 20 percent) 
find some TV collllllercials interesting and helpful, although 
over 50 percent had some complaints. 
18) Nearly 70 percent of the audience has bought products 
because of TV advertising. Cartoons and demonstrations are 
considered most convincing and this is confirmed by the buyer's 
recall of TV techniques used in advertising the products bought. 
19) Pullman children spend an average of 2.75 hours during 
the week watching television and niore on the weekends. Parents 
in 42 percent· -of homes set definite time limits while no re-
strictions have been found necessary with the other children. 
20) Children in 65 percent of the families stay home more 
because of TV, to the approval of their parents. Mos t of the 
children come indoors around supvertime and turn on the set. 
No specific conclusions can be made regarding TV's effects on 
active playtime because of weather complications during this 
study. How·ever, the trend appeared to be that active ylaytime 
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did not suffer when the weather was good. Children were anxious 
to get outside regardless of TV. 
21) Very few parents restrain their children from ·watching 
any television programs, primarily because the children are not 
interested in questionnable shows or avoid the shows that dis-
turb them. However, nearly 40 percent of the parents encour-
age their children to watch certain programs. 
22) Nearly three,_fourths of the children have stopped 
listenL~ to radio favorites since getting TV. 
23) While the majority 9f parents have no present meal-
time TV problems, TV has had a disruptive effect on normal 
mealtimes in over one-fifth of tbe homes. Some mother s resolve 
the problem by letting the child,.ren eat in front of' the set, 
or turning the s 'et around so it can be seen from the dining 
room • .An _additional 15 percent permit this on s ome occasions. 
24) Bedtimes are not an important problem in Pullman. 
However, less than 15 percent go to bed consistently l ater 
than usual, and another 11 percent do this when special pro-
grams are on. 
25) fullman children are strongly affected by TV adver-
tising. Eighty percent of them have urged their parents to buy 
products they have seen advertised on television. General TV 
advertising and the endorsement of products by TV heroes seeru 
to be equally effective. 
26) The effects of TV on schoolwork are probably not im-
mediately evident. At the time of this study, a small number 
114 
of parents feel TV has been helpful, and a slightly fewer num-
ber think it has been harmful, but the majority of parents can 
see no effect. 
27) The advantages of TV far outweigh disadvantages. Over 
77 percent of the parents, especially thos e with the wi dest 
educational background, find television has positive educat i onal 
value for t heir children as well a s providil~ entertainment. 
Parents cited many specific exampl e s of this educat i onal value, 
which covered children in all age groups. 
28) All educat i onal groups in t his sample tend to react 
in similar fashion to television. It can be noted, hoever, tha t 
the higher educational groups show a sharper concern and a 
greater awareness of the benefits that c an be derived from TV. 
In retrospect, the writer is left with the vivid impres s ion 
that set owners in Pullman are very conscious of television. 
It is not only a strongly felt medium of entertainment for mos t 
of the f amilies and a specifi c educational impetus to chi l dren 
of a l l ag es, but it is a social force which is causi ng a re-
adjustment of living. This read justment has been :fast, easy and 
pleasant in most cases and seems far from transcient. 
The re is no indic ation t hat childr en in Pullman become un-
duly preoccupied with television, though they s pend several 
hours a day watching TV. Parents find TV is a cohesive force 
within the family, the children stay home more and the whole 
f amily enjoys programs together and talks about them later. Tele-
vision in Pullman may he thought of as a -three-ply process of 
communication: the programs come into the homes, the family 
reacts and then interacts. Parents value the social inter-
· action thus produced between themselves and tbeir children 
and they appreciate the mental stimulation, information and 
widened horizons gained ·b! the children on their own. 
Considering that the Pullman audience is dominated by 
the well-educated family groups, many of whom are college 
faculty families, it is enlightening that these people in 
education are generally pos itive toward TV. They display a 
tolerant, interested attitude toward the industry and enjoy 
the scope of entertainment made available to them. 
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Since this survey was undertaken, a hundred or more new 
sets and one new telev.ision station have appeared. With this 
added vote of confidence by viewers, it appears that TV is 
integrating itself into a useful and balanced place in the 
home life of the people of Pullman. 
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APPENDIX 
F UR£ t.. -
QUESTIONNAIRE 
1. Member of f amily: __ husband ; __ wife; __ other. 
2. Ages: __ husband; __ wife. 
3 . Husband's occupa tion wife's 
----------------- ----------------
4 . Number of children at home -~-.....;Ages -------· 
5 . Number of adults living with f amily --------
6. Which of the following do you have: 
automobile 
--telephone 
---elactric stove 
clothes dryer 
--freezer 
---air conditioner 
washing machine --number r adios in working 
--order 
7. Are you a 
hig h s chool graduate 
-college gradu ate 
-do you h ave any a.dvanced degrees 
---If so , in what field _________ _ 
8. Is your husband/wife a 
high school gradu a te 
--college g r aduate 
--doe s he/she have any advanced degrees 
--If so, in what field ________ __ 
9. How long have you h ad your set • 
10. Had you s e en rece ption in this a rea before 
your set'? _yes ___ no. 
11. Is there an y special reason you decided to 
12 . What size screen do you have _________ • 
you bought 
get TV? 
13 . If you cou l d improve your present r e cep tion, would y ou be 
willing to spend more money yes ___ no how much 
• 
VIEWING HABITS 
14. 
15. 
Wnen do you and your husband watch 
TV most? 
Are you occasional viewers 
--mixed viewers 
regular -viewers 
2 
Aft. Eve. 
Husband 
Wife 
Other adults 
16 . ~~at days do you spend most time 
watching TV? 
M T W Th F Sa Sun 
Husband 
Wife 
Others 
17. Do you switch back and forth between charmel 4 and channel 6 
often? __ yes --. _no 
18. Which channel do you watch the most 4 6 don 't know 
19. Do you follow the program s chedules in a newspaper? 
___ yes ___ no ___ sometimes 
20. Wnen you turn on your set do you usually have a particular 
program in mind? yes __ no 
21. After a particular progra~ is seen, is the set often left 
on for general entertainment? ___yes ___ no 
TV AND RADIO 
22. - Since you have had TV, do you lis ten to the r adio as much, 
more or less? 
Husband 
Wife 
others 
23. Before you had TV,. did you depend on the r adio f'or any 
specia l service, such as nevvs , weather, or school reports? 
yes no sometimes 
- --. - -
24 . If you said "yesn, has television t aken over radio' s place 
in giving you this service? ___yes __ no ___partly 
25. If you had to give up your radio or your TV set, which 
would you give us? radio TV 
~ 
3 
WOMEN ONLY 
26 . Do you combine housework or some kind of handi work "V'• ith TV? 
___yes ___ no ___ sometimes 
27 . What kind of work? 
28 . wbat is your f avorite homemaker progr am on TV? 
FAMILY VIEWI NG PREFERENCES 
29 . ~~at is your f avorite 
__ Sports 
Musical 
- Mystery 
--Drama 
-Documentary 
---Specia l events 
- Homemaking 
type of program: 
__ comedy 
· Direct educational 
--News 
-Religious 
- Quiz 
--Panels 
--variety 
· Educ ational 
30. What are your favorite local programs (ones that originate in Spokane)? ________________________ _ 
31. Are threre any programs you dislike? 
32 . Have you ever tuned in to s ee a particular program and 
found it wasn 't on? ___ ye s ____ no 
How did you feel about this? 
33 . Were you ever watching an interesting program when the 
station cut it off before completion? ___ye s __ no 
Vfhat was your reaction? 
Can you recall t he program? 
34. What is your f avorite TV news program? 
35. Do you prefer: __ TV news progr ams 
___ Radio news programs 
36. Who is your f avorite news commentator on TV? 
On r adio? 
37. In general, would you rather listen to musical programs on 
the radio or watch them on television? 
38. Is there any television program not now available that you 
would like to see inc l uded in local program schedules? This 
includes programs you may have heard about that are not 
shown here, as well as any types of programs you would 
like to see. 
._._.. 
COMMERCIALS 
39. Letts consider TV commercials. Does any particular one 
come into your mind? 
40. As far as cleverness is concerned, which TV commercial do 
you consider the best? 
41. The worst? 
4 
42. Do you think they are more convincing than r adio commercials? 
43. Tifuat type of TV commercials do you find most convincing: 
___personal demonstration 
film with voice commentary 
---animated cartoons 
~celebrity endorsing a product 
=:=still picture with voice commentary 
blend of any of these 
---underplayed type (Garry Moore) 
kidding type (Godfrey) 
44. Have you bought any products because of TV advertising? 
__]fes __ no 
45. If so, what were they? 
46. Do you rec all how they were advertised? 
47. If you have not yet bought a product due to TV advertising, 
are you planning to? ___yes ___ no ____ undecided 
48. Have you ever bought products because of radio advertising? 
__yes ___ no 
49. Considering TV commercials in general, do you have any 
particular feeling about them? 
EFFECTS ON FAMILY LIFE: 
50. 
51. 
52. 
53. 
54. 
55. 
Do you go to the movies more, less or about the same since 
you've had TV? 
If you could get new films on TV would you be willing to 
pay the ordinary admission price? ___yes ___ no 
Do you entertain your friends at home now as much as you 
used to? ___ yes ___ no 
Has the form of entertainment changed much? 
Would you like to see the latest movies at home on TV 
rather than go to a theater? ___ Yes __ no 
Do you go out to visit friends as often as you did? 
5 
56. Do you feel television has given your family more things to 
talk about? ___yes ___ no 
57. Do you feel that your family is closer-knit because of TV? 
_yes __ no 
58. Have you or do you expect to save money with your TV s e t? 
__ yes _no 
59. What effect ha s TV had on your usual 
a) bedtime 
b) mealtimes 
60. What effect has television had on your interest in 
al sports b music 
c drama 
d education 
61. Have you ever seen a book dramatized on TV? _____;yes __ no 
If nyes 11 ,- did you want to re ad the original book? 
___yes __ no 
Example: 
6 2 . Since you've had TV, do you re ad more, le ss , or about the 
same amount of 
a lbooks b newsp~p ers 
c magaz~nes 
ADVANTAGES AND DISADVANTAGES 
63. As f ar as you and the other adults in the family are 
concerned, what is the greatest benefit you have derived 
from TV? 
64. As f ar as its effects on your lives are conc erned, are 
there any drawbacks to TV? 
CHILDREN 
65. Since you've had TV, do your children stay home more? 
66. Approximately how many hours a day do they watch TV? 
67. What are their f avorite viewing days'? 
68. Do you let them watch TV as many hours a day as they wish? 
69. Do you let them choose their own programs? 
70. Do you encourage them to watch any particular programs? 
6 
71. Wbat are their favorite programs? 
72. Have they continued to listen to their r adio favorites since 
getting TV? 
If s o, what r adio programs do they listen to? 
73. Has television interfered with your children' s school work? 
To what extent? 
74. Has television interfered with your children's u su al bed-
times? MeC!.ltimes '? 
75. How do you handle these problems? 
76. Since you've had TV, do your children spend more or less 
or about the same amount of time in active pl ay? 
77. Do they stay home more? 
78. Suppose a fav orite TV hero personally endorses a product. 
How does this affect your child? 
79. Do your childr en have definite likes and dislikes in pro-
grams? 
80. Has your child urg ed you to buy B.ny products be cause of any 
TV advertising'? 
81. What educ ational value do you feel he has received from 
television'? 
82. How does this compare v:ith radio? 
83. Considering television as a whole, what ha s been its gr e ate s t 
benefit to your child? 
84. Vfuat has been its greates t drawback? 
11'7 
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